The place of the independent wholesaler in the distribution of domestic refrigerators by Dubinsky, Bernard
Boston University
OpenBU http://open.bu.edu
Theses & Dissertations Dissertations and Theses (pre-1964)
1950
The place of the independent
wholesaler in the distribution of
domestic refrigerators
https://hdl.handle.net/2144/4577
Boston University
BOSTON UNIVERSITY 
COLLEGE OF BUSINESS ADMINISTRATION 
THESIS 
"The Place of The Independent Wholesaler In 
The Distribution of Domestic Refrigerators ... 
Bernard Dubinsky 
(B .B_. BOSTON UNIVERSITY 1949) 
Submitted in ·partial fullfilment of 
the requirements .for the degree of 
MASTER OF BUSINESS ADMINISTRATION. 
2. 
CONTENTS 
PAGE 
INTRODUCTION 5 
CHAPTER I HISTORY AND DEVELOPMENT 10 
1. Ancient ~ethods of Refrigeration 10 
2. Pioneers. of Modern Refrigeration 
Apparatus. . . . . . . . . 14 
3. First Successful Commercial Machine . 16 
4. Origin of Present Day Refrigerator 19 
5. Later Developments in Refrigeration . 21 
CHAPTER II THE DEMAND FOR HOUSEHOLD REFRIGERATORS 28 
1. saturation? . . 28 
2. The Rural Electrification Administration 29 
3. Progress in Rural Electrification 34 
4. Trends in consumer Demand . . 38 
5. Manufacturer's Created Demand . 41 
CHAPTER III TRENDS IN THE CHANNELS OF DISTRIBUTION 44 
1. Independent Wholesalers . 46 
2. Manufacturers Branch Houses . . 57 
3. Distribution Direct to Retailers . . 65 
4. Distribution Through Mail Order Houses . 73 
CHAPTER IV TRENDS ON THE RETAILER LEVEL 80 
1. Availabili,ty of Merchandise. 80 
2. Belling Prac tice_s . . . . . . . . 82 
3. control and Maintenance of Retail Price. 84 
4. Price Cutting . . . . . . . 85 
5. Manufacturer-Sponsored Give-Aways. . 88 
6. Dealer Attitude Toward Distributor's. 
Assistance in Promoting Sales . 92 
CHAPTER V CONCLUSION 95 
BIBLIOGRAPHY 104 
TABLE OF CHARTS AND DIAGRAMs 
I 
1. Multi-Refrigerator Installation 
During The Early 1920's 
I 
i 
I 
i 
I [· 
I 
3. 
PAGE 
23 
2. Electrical Refrigerator Saturatio~ 
As of January 1, 19~ 7 and January l j, 19~9 
I 
. 30-31 
3. Farms In The United States With I 
Central-Station Electric Service 1~25-19~5 . 
4. Total u.s. Farms 19~0 . 
5. Total U.S. Farms 19~5 
I 
I. 
I 
I 
i. 
I 
i 6. The Farm Market for Household Refr~gerators 
July 1947 . L 
I 7. Refrigerator Excerpt From a Mail Order 
catalogue • I. 
I 
I 
8. Mail Order House Order Blank ~ 
I 
' 
I 
36 
36 
36 
37 
78 
79 
DEDICATED TO MY BELOVED FATHER 
DIED JANUARY 31, 1950. 
~. 
5. 
INTRODUCTION 
Perhaps one of the most discussed topics in the field of 
marketing is the utility of the wholesaler. "'fo many in the 
•r ~ 
field of marketing this topic has been looked upon as a neces-
sary axiom, i.e. the utility of the wholesaler is indispensable 
in the channels of distribution. Surely, during the past half 
of a century considerable interest has been displayed towards 
the field of wholesaling. Not only have eminent scholars writ-
ten considerable volumes pertaining to the field of wholesaling, 
but the United States Government due to a host of multiple and 
interwoven factors has also displayed a keen interest through 
its u.s. Bureau of the census deoenial reports on wholesale dis-
tribution. 
The majority of marketing textbooks it will be observed 
contain some general information on the aspect of the indepen-
dent wholesaler, the functions he performs and his utility in 
the channels of distribution. Many in the field of marketing 
are of the belief that the life of the wholesaler is a stable 
one, which will grow in importance at a rate parallel to the 
expansion of our national economy. 
Tbe objective of this thesis is to apply this overflow 
of general information pertaining to the independent wholesaleP 
in this one industry, namely the domestic refrigerator industry. 
Is his existance stable or is it feasible for manufacturers of 
household refrigerators to circumvent the independent whole-
saler in the distribution of their product and if so, under 
6. 
what circumstances? Can the manufacturer perform a more effi-
cient job o-f distribution by the establishment of branch houses, 
with the end result that the ultimate costs to the consumer will 
be lowered paving the way for additional production? What are 
the alternative methods of distribution available to refrigera-
tor manufacturers for national acceptance by the industry as a 
whole? What are the present day problems at the retail level 
and how do these problems influence the channels of distribution? 
It is around these questions that the basis of this thesis evolves. 
The domestic refrigerator industry today relies on four 
main channels for the distribution of its wares. They are through 
manufacturers branch houses, independent distributors, mail 
order houses and direct to retailers. Although, mail order 
houses in the main today are considered to be retail establish~ 
menta because of their shift towards the retail field, I have 
considered mail order houses for purposes of our analysis to be 
a separate division in the channels of distribution due to their 
differences in method of distribution. Due to the lack of speci-
fic published material, numerous interviews wi thi :manufacturer's 
branch house managers, independent wholesalers, mail order execu-
tives and re·tailers have been supplemented with material from 
textbooks, pamphlets and periodicals. 
Reference is made throughout this thesis to the indepen-
dent wholesaler as being synonymous with the independent distri-
butor. Although the independent wholesaler is thought of as 
being a full line wholesaler whereas the independent distribut-
or operates only by means of a franchise, for purposes of our 
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analysis we shall consider them as one. 
The contents of this thesis is divided into five chapters. 
Chapter I will take into account a cursory examination of the 
his tory and development of the domes tie refrigerator indus'tl1-.y. 
We will observe how even in prehistoric times people had a 
need for the preservation of tood. Various tactics will be 
pointed out that were used by the people of many countries to 
discover cooling methods and devices for the refrigeration of 
perishable foods that would deteriorate in a short space of time. 
When the refrigerator industry ia mentioned to a group, 
the contention llis held that here is an industry that was born 
in thecearly nineteen hundreds. It will be pointed out that 
although the first domestic refrigerator was produced in 1904, 
scientists had long before given considerable thought to such 
a project. The reader will become familiar with such names as 
Cullen, Vallance, Carre, Holden,Windhausen,Kirk, Perkins,Linde, 
Twining and Harrison who are the main contributors to the ref-
rigeration industry. The efforts of their work will be present-
ed in simple terms understandable by all. 
Following 1904, when the first mechanical refrigerator was 
produced for consumer use, many problems confronted the early 
manufacturers. These problems will be brought forth and dis-
cussed, succeeded by the introduction of our present day herm-
atically sealed units. 
Chapter II will show the reader how the market for domestic 
refrigerators has progressed through the years, how this parti-
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cular industry has expanded to such an extent that new ideas 
have had to be brought in to get a new demand. We will observe 
that even though statistics show that the domestic refrigera-
tion industry has almost reached a complete saturation point, 
the replacement factor, the development of rural electrifica-
tion by the R.E.A. (Rural Electrification Administration) and 
the development of new homes have coatributed in bringing forth 
new markets for the industry. 
From our demand analysis we will observe what the market 
for household refrigerators will be in the near future, intro-
ducing the reader to the major problem of the third chapter, 
namely what is the place of the independent wholesaler in 
this industry and what are the alternative methods of distribu-
tion employed by the industry. Here we will devote our atten-
tion to the necessary functions that must be performed some-
where along the channels of distribution. The four major chan-
nels of distribution employed today by the industry as mentioned 
earlier in this section will be discussed in detail, presenting 
each one's method of operation and the claims made by each 
as to why he is an important link in the distribution process. 
Recognizable trends in the attitude of all four channels will 
be brought forth coupled with problems that are confronting 
each member of the distribution process. 
Chapter IV deals with the retailing aspect of the domestic 
refrigerator industry. Our analysis would hardly be complete 
if we did not look at the problems and assertions being made 
by the ones who act as the final link of our distribution chain, 
and the effect they have on the channels of distribution. Here 
we will discuss such aspects as the availability of merchandise 
following the non-productive period of World War II, selling 
practices in the industry, prevalent price cutting as the re-
sult of ineffective control and maintenance of retail prices, 
dealers outlook on manufacturer sponsored give-aways and least 
but by far not last, dealer attitudes toward distributors assis-
tance in promoting sales. 
In conclusion, chapter VI will provide a cursory review of 
the material discussed up to this point, highlighting the impDr-
tant points of each of the preceding sections. It is here where 
a valuation of the respective methods in the channels of distri-
bution will be presented answering the question of what is the 
place of the independent wholesaler in the household refrigerator 
industry. Whether or not the manufacturer can or can not do a 
more efficient job in the distribution process by circumventing 
the wholesaler will be appraised, along with the question of the 
applicability of the alternative methods of distribution for nat-
ional acceptance by the industry as a whole. 
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CHAPTER I 
THE HISTORY AND DEVELOPMENT OF MECHANICAL REFRIGERATION 
It is not the aim of this chapter to present oo the reader 
a detailed report of the development sr operation of mechanical 
refrigeration. Such a discussion is a thesis problem in itself. 
However, a few remarks as to the development of mechanical ref-
rigeration will prove to be beneficial in showing the outgrowth 
of the problems at hand. 
~~~;~~~ ~~~~~~~ ~f ~~f~!~~~~~!~~ 
It is quite possible that in prehistoric times the cave-
.. . 
men knowingly or unknQwin.gly took advantage of the natural 
refrigeration facilities available such as ice, snow and cool 
caves. However, .the first known instance of mankind purposely 
striving f0r the benefit.s of refrigeration is credited to the 
ancient Chaldeans. It is recorded on stone tablets dug up on 
the sLte of one of the ancient temples of the Chaldeans that 
this nation was familiar with the fact that evaporating a liq-
uid has a cooling effect. These tablets show that water was 
placed in porous jars and that slaves werefurced to fan the 
surface of the jars, thereby producing evaporation on the 
water that seeped through the pores. This ~yaporation resulting 
in a reduction in temperature of the remainder of the water. 
Also thousands of years before the bir~h of Christ, the 
Egyptians chilled water by evaporation. They exposed porous 
trays of water to the dry night winds, and frequentlythis 
method of refrigeration was so effective that they found a 
thin film of ice had formed on the surface of the water in the 
11. 
morning. Before the sun ros,, these trays of water were 
poured into porous jars bound with green~aves and were then 
deposited in a pit away from the sun. The Greeks, too, cool-
ed water by evaporation. They believed that if they first 
heated water by exposing it to the rays of the sun, or heat-
ed it over a fire, that the water would freeze faster than if 
it had been unheated. In faot Aristotle said that water to · 
be chilled should first be warmed. 
When a country had in its midst mountain ranges, snow was 
hauled down from the mountains and stored in caves and cellars, 
· and sometlmes above ground covered with straw. (1) This snow 
and ice would be used for cooling effects during the hot mon-
ths and for the chilling of wines the year round. But the 
people who lived on the hot plains were forced to invent meth-
ods of refrigeration. Some of these crude methods are still 
used in certain parts of Asia And Africa. The water monkey is 
still a common sight along the Mediterranean coast. This eon-
sists of a porous jar usually placed on a window sill where 
warm breezes will evaporate the water that seeps through the 
pores in the clay of which the jar is made. This process of 
evaporation obtains its latent heat from the water remaining 
in the jar and therefore cools it. 
So nowwe realize that even the very ancient people re-
cognize the increased palatability and to some extent the 
food preservation qualities of relatively low temperatures 
1) Choate, D.C., The Refrigeration Industry, American 
Industries Monographs, p.9 
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in hot weather. However, very little progress was made in 
refrigeration for many centuries after the fall of Rome aad 
the decline of Greece. We next find mention made of refri-
geration in the Twelfth Century, when it is said that in the 
year 1300 A.D. Marco Polo brought back tales of ices and 
sherbets that he had seen and eaten in his travels in the 
far East. 
France is considered to be the first European Country 
that looked upon refrigeration from a commercial viewpoint. 
. . 
After learning that the Turks in 1600 used cellars for the 
preservation of ice and snow in hot months, they followed 
suit. At first the great masses of people thought that 
the use of ice in wine and other delicassies was somewhat 
effeminate. By 1700, however, the use of ice was quit com-
mon. At first the sale of ice in Fraace was unrestricted. 
Then the French court decided that here was a possibility 
of obtaiing additional revenue and made it necessary for 
vendors of ice and sno~ to obtain licenses. The cost of 
these licenses necessitated prices of ice and snow so high 
that the demand d~opped to almost nothing, though a few 
years later the French Government had to remove their re-
straint on the sale of ice and snow and the prices once more 
dropped and the usage became widespread once more in France. 
The first real advance in refrigeration over the prim-
itive methods described heretofore came in about 1550, when 
the Italians discovered the secret of using salt with snow 
and ice to produce a mixture which w.ould acquire a low enough 
13. 
temperature to freeze water. Previous to this- time snow 
and ice were always dropped into the wine fQr direct cool-
ing was used without diluting the wine. Ordinary table 
ealt was not used. It was potassium nitrate or salt peter 
which was recommended by Villafranca, who was a court phy-
sician in Rome. He discovered that if wine is placed in a -
flask which is in turn placed in a jar containing water and 
salt peter is slowly added to the water, the flask being 
revolved in the meantime, a considerable effect in accom-
plished, without in anyway diluting the wine. 
Thus, as time progressed, the use of ice became quite 
common so that in the years from 1800 to 1862 the ice indus-
try flourished. All the ice used during this period was nat-
ural ice cut from rivers and lakes. In the United States the 
sight of old ice houses along the banks of la_kes and rivers 
in northern sections of the country is still quite common and 
it was in these houses that the ice cut from the lakes during 
the winter months was stored for usage during the hot s~er 
mouths. Farmers in the state of New Hampshire still fill 
their ice houses during the winter to be utilized during the 
summer. 
It was the Civil War that started the decline in this in-
dustry, due to the restrictions~ trade between the North and 
the south. What little ice that did get transported from the 
North and the South was sold for about five cents a pound, which 
was so expensive that it became a luxury. It was this destruc-
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tion of the natural ice industry that led to the develop-
ment of modern refrigeration machinery. Also, realization 
of the unhygenie state of natural ice in many cases produc-
ed a desire for artificial ice where clean water could be 
used. The increase in population caused an increase in 
polution of the waters in the nQrthern section of the coun-
try, which meant an increase in the polution of the ice for-
med in the winter. 
Pioneers 'Jf Modern Refrigeration Apparatus 
The first advances in artificial refrigeration were 
based on a chemical property (the affinity of sulphuric 
acid for water) rather than a mechanical process. 
Dr. William cullea, a British physician is credited 
with the invention of the first mechanical apparatus "for 
·producing cold. (l) In 1775 he invented ~n ice producing 
machine based on the vacuum principle. this was not very 
practical but it was interesting. Dr. cullen had discovered 
that by pumping a high vacuum over the surface of water it 
increased the evaporation of the water to such an extent 
that he was able te freeze the remaining water. Since Dr. 
Cullen's machine was merely experimental, he made little 
or no attempt to remove the water vapor in a more satisfact-
ory manner than just to draw it down through a vacuum pump. 
Recognizing the affinity for water that is possesed by sul-
phuric acid, Sir John Leslie in 1910 added to Cullen's air 
pump a vessel of sulphuric acid .to absorb the water vapor. 
l) General Electric Ccnporation, Research Division, 
Bridgeport, conn., History of Refrigeration, p.lO 
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It was Leslie who discovered that sulphuric acid will attract 
water vapor and absorb it, therefore, making it easier to draw 
a vacuum over the surface of water in a \ vacuum ice machine. In 
this way he was able to make one and one-half pounds of ice at 
a single operation. 
Vallance in France introduced a similar machine in 1864. 
A mixture of sulphuric acid and water was placed in a contain-
er subject to the action of a vacuum pump. Heat was added to ' 
drive off the water whLbh was then condensed by the surface of 
the vessel. The vessel was cooled by circulating cold water 
around the outside. After the water had been driven off and 
condensed, leaving a vanuum above the surface of the mixture 
of sulphuric acid and water, the remaining mixture was cooled 
and it absorbed the small amount of water vapor that did not 
condense on the surface of the container. Since it absorbed 
this water vapor at a low temperature and pressure, it had 
the essentials of a refrigeration machine. 
The next improvement on Vallance's absorption machine 
was made in 1850 by Edmund Carre. Carre's machine consisted 
of a glass vessel containing water and was connected to a 
supply of sulphuric acid. Under the action of a hadd pump, 
the water froze in aboub five minutes to a spongy mass. This 
machine rapidly became popular in Parisian restaurants to 
cool champagnes and other wines. Occasionally one of these 
machines can still be found in use in obscure cafes in Paris. 
The greatest drawback was the necessity of renewing the water 
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and the sulphuric acid frequently. 
~!~~~ ~~~~~~~!~! Q~~~~~!!! ~!~~!~~ 
Ferdinand Carre, in 1860, introduced the ammonia absorp-
tion machine using anhydrous ammonia, which became the first com-
mercial machine on record. (1) Carre- sought for a vapor of low 
boiling point which could be absorbed by water. - After his dis-
covery of anhydrous ammonia he was able to build such a mach-
ine because of the fact that now he had a solution which had 
a great attraction for water. His machine consisted oftwo 
vessels connected together. One of the vessels contained a 
solution of ammonia in water. This vessel was heated to drive 
off the ammonia which was then condensed in the other chamber 
or vessel by means of cooling water. After the ammonia has 
been condensed, it is only necessary to cool the first chamber 
containing the very weak solution of ammonia and water to cause 
it to absorb the ammonia vapors from the second chamber. Thus 
when t he ammonia evaporates in the second chamber if produces 
refrigeration, which can be used to freeze ice. 
This machine was the first to offer a prac~ical method 
of producing ice artificially. It is interesting to know 
that the first machine of this type to reach the United States 
came through the Federal Blockaae to the south in 1863. It 
was shipped to Augusta, Georgia. It had rated capacity of 
500 pqunds per day but, owing to the lack of knowledge of its 
1) Ibid, p.ll 
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operation, it was not a. success. After the Civil War-, it was 
shipped to Gretna, Lousiana., placed on exihibition and run 
for experimental purposes only. 
In 1865 this same machine was purchased by Mapes Holden, 
Montgomery Company, and shipped to San Antonio. Under the 
supervision of Mr. D.L.Holden, the machine was able to pro-
duce 500 pounds oi ice per day. 
In 1881 Windhausen, a German, built a vacuum machine 
using sulphuric acid and water capable of producing 12 and 
15 tons of ice per day. It was installed at Bayswater, near 
London, and was so successful that it attracted world wide 
attention. __ .l 
In more recent years we came upon another and perhaps 
the last development in the ammonia absorption machine, name-
ly the development of silica gel, used to absorb water instead 
of water being used to absorb ammonia. Silica gel has the 
advantage of being perfectly dry and solid and is unchanged 
by the refrigeration cycle no matter how many times it may 
be used. We learn that silica gel systems have been used to 
a certain extent in railway cars. 
The first type of artificial means of producing cold, 
namely the absorption system, has been superseded to a great' 
extent by another mechanical means. However, before we dis-
cuss this latest type of mechanical refrigeration machine, let 
us investigate the history of the refrigeration machine wown 
as the cold air machine. This part icular _ type of refrigera-
, tion equipment is an American development. In Appalachicola, 
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on the west coast of Florida, there is a statue erected to the man 
who invented the first successf~l refrigeration machine for com-
mercial purposes, based on the compressed air principles. The 
man's name was Dr. John Garrie, and his refrigeration machine 
consisted of a cylinder and piston that compressed air thus 
compressed air being warmed just as a bycycle pump gets warm 
while pumping air into a tire. (1) Cool water was then sprayed 
into the cylinder to cool the air that was under high pressure 
and then the air was allowed to expand into another chamber. 
Thus during the expansion the air became quite cold. Into the 
expansion chamber a spray of brine was injected which was cool-
ed sufficien~ly to produce refrigeration at an outside point 
to which the brine was circulated. Dr. Garrie built his first 
machine of this type in 1845 and received a patent for the 
design in 1850. 
The refrigeratiqn problem was particularly important in 
the South a t that time due to the poor methods of transporta-
tion from the North. It was the great need for ice that pro-
vided the incentive for Dr. Garrie to build his first refrig-
eration machine. His machine was a closed cycle machine, which 
means that he used the same air over and over again by re-
ci~lating it from the expansion chamber back to the compressor. 
Dr. A.Kirk developed another closed cycle machine in 1862 
which met with success in England. One of his machine was ship-
ped to Bathgate near Edinburgh, and another to Hong Kong for 
use of British residents in that city. Many other closed cycle 
1) Ibid, · p.l2 
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air machines followed Dr. Kirk's. In 1868 Dr. Postel, in 
1869 Frank Winchausen and Neholick and Allen an American, 
a few years later all built closed cycle compressed air 
refrigeration machines. 
In general all successful cold air refrigeration mach-
ines were very large and the design was not suitable for a 
household machine even if someone had thought of such a 
luxury at that time. 
Origin of Present-Day Refrigerator 
------ -- ----------- ------------Up to this point, early types of refrigeration, namely 
the absorption type and the compressed air type have been 
discussed. The more recent type of artificial refrigeration 
known as the compression machine system naturally enters the 
discussion at this point. 
While the cold air and absorption machines were being 
manufactured and used much chemical and mechanical research 
was being carried on in an affort to improve available refri-
geration machinery. As far back as 1834 we read abour Jacob 
.Perkins who invented the forerunner of the most efficient and 
dependable process of all. He originally intended to use sul-
phuric ether but his machine never got beyond the experimental 
stage. So instead of ether, he used a rare volatile oil dis-
tilled from latex. This oil was called caoutchoucine. But in 
spite of the fact that his machine was only experimental, it 
'had all the essential parts of a most modern and efficient com-
pression system. The water to be frozen was placed in a vessel 
20. 
surrounded. by a jacket containing refrigeranlt and the entire 
assembly was insulated from the outside air. Refrigeran~ 
vapor was drawn out of the jacket by the pump, compressed 
and delivered to a condenser coil cooled by water and then 
expanded through a valve into the jacket which constituted 
an evaporator. 
Perkins intended to use these machines in an ice fact-
ory, but for some unknown reason did not and all experiments 
ceased. This valuable idea was dormant for sixteen years, 
while other inventors worked on the cold air and absorption 
machines. 
In 1850 a man named Twining took out a patent in England 
on a compression machine but ~as never able to make it a com-
mercial success. Seven years later Dr. James Harrison in 
Geelony, Australia, built a machine on a compression principle 
which was successful. He used a sulphuric ether as the refri-
gerant which as we know is a rather dangerous chemical. Pro-
fessor Linde . of Mucich who introduced his ammonia machine, and 
as a result of its success many other ammonia ·compression mach-
ines sprang up. 
The old proverb "It is an ill wind that blows nobody 
good" was illustrated by the great impetus which the serious 
shortage of natural ice in the year 1890 gave the artificial 
ice industry. Since then the industry has grown rapidly, so 
that in 1927 there was three times as much artificial ice 
manufactured as natural ice harvested. 
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As I mentioned earlier in this chapter, a generation 
ago spring houses, cold cellars etc. -, were used extensive-
ly for the preservation of foods, and they are still used 
today in many country communities. A decade ago in the 
majority of homes the icebox was taken for granted- as the 
proper method of preserving foods and there is no doubt 
that food can be very well preserved in a wellmsulated 
icebox. Unfortunately, however, the great majority of 
iceboxes were not well insulated. 
The need for a saall domestic refrigerating machine 
was seen. The following is a brief history of the devel-
opment of this phase of the refrigeration industry. 
Later Developments in Refrigeration 
----- ------------ -- -------------When it was first proposed that a small automatic ref-
rigerating system be attached to the household refrigerator 
and operated without the attention of an engineer or a house-
wife, a number of objections were raised, based on the ex-
perience with large plants which of course were the first users 
of artificial refrigeration. The curtis Publishing co. de-
cided in the early 20th century to refuse electric refr.igera 
tion advertising. The reason being that many of the early 
attempts to build household machines failed on account of the 
following defects which were considered to be unsafe and 
unhealthy. 
It was found that the manufacturing methods employed were 
not accurate enough to control or eliminate all moisture from 
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the systems and that the refrigerant would evaporate into 
the household. This probably was among the chief causes 
for the failure of some of the early manufacturers and it 
was a severe jolt to some of the lusty pioneers who sur-
vived. 
The greater part of the systems were installed in the 
field with the condensing unite in the basement and the evap-
orators installed in the ice bunkers of refrigerators that 
had been designed for use with ice. This meant that service 
men had to be taught the same lesson of keeping the system 
dry that had been so expensive a lesson to the factories. 
For a tiny bit of ice or water in the system designed at that 
time stops all refrigeration. 
Along withe moisture problem and the oil problem came 
that of cleaning the inside of the system from foreign mat-
ter. Each factory went through its series of experiments 
with sand blasting, plating and other processes of insuring 
clean surfaces of materials that would not make bad chemicals 
combinations with the refrigerant used. 
Then came the problem of making a stuffing box that would 
hold the refrigerant in its vapor phase and keep air from leak-
ing into the system. It is not of importance here to go into 
detailed explanations of how such probiems were met, but suf-
fice to say that a Frenchman named Corblin was the first man 
to intnpduce a model which eliminated the use of a stuffing box, 
and later)further developments on this method were made by the 
.Aport~Mnt .Ko S 
.Apart~nt .ft'O. 2 
Multi-Refrigerator Installation During the Early 1920's 
Escher Wyss Co. in Switzerland. 
Q!: ~!~~~~ 
Originally the electric refrigeration manufacturers 
made systems only and the user selected his own cabinet 
into which the evaporator was fitted in the field to the 
best of the ability and experience of the installer. It 
was soon found that not all ine boxes made good cabinets 
for an electric refrigeration system, so manufacturers 
started making self contained systems. 
The first cabinets used for self-contained systems 
were made by manufacturers of ice-cooled refrigerators 
who furnished something similiar to their stock models 
with the ice bunker left out. It was soon found. that an 
ordinary wood exterior refrigerator would not do for this 
purpose, particularly in the south where severe tempera~ 
ture and humidity conditions were met. As the makers of 
refrigerating systems began to produce their own cabinets 
or to design them in detail their engineers began to con-
sider new methods of installing systems in the cabinets, 
with the result that today we now have several distinct 
types of cabinets with the condensing systems mounted avove 
and below the refrigerated space. Due to changes in demand 
on the part of the consumer who wants more space in the same 
sized refrigerator, condensiag unite mounted at the rear of 
the cabinet have been practically abandoned. 
Although a French Monk, the _Abe Audiffren was the first 
in the refrigeration industry to design a hermatically sealed 
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compression type machine, the final pioneering step was 
made by E.T. Williams in 1912. During the years 1910 and 
1911 the subject of domestic refrigeration was brought up 
and discussed by the various public utility officials who 
' . . 
at that time were beginning to rea~e the advantages that 
would accrue to them if a large number of domestic mach-
ines could be placed on their lines. Thus in 1912 E.T. 
Williams, one of the prominate engineers of the time was 
called in by .the utility officials to discuss the possi-
bility of the production of small units which would be 
wholly automatic and free from defects inherrant in the 
types of machines on the market at that time. At the 
Electrical Exhibition held in New York in 1914, Mr. Will-
. . ' 
iams exhibited his domestic refrigeration machine instal-
led as a self contained unit. This was the first wholly 
automatic self contained unit to be commercially sold.(l) 
It was at approximately this time when the large 
' . .... 
present day refrigerator manufacturers entered the field. 
The engineers of these co~panies we~e bent towar~ . constant 
improvement in efficiency, refrigerating capacity, and in 
freezing rate. At the same time they strived to reduce the 
overall weight of the machine. Below i~ a table showing the 
relative progress made along these lines taken from one of 
the leading refrigerator manufacturers • . (2) 
1) Bloom, c.s., Refrigeration During The Next · Ten Years, 
Refrigeration Engineering Vol.l9, May 1930, p.l#l 
2) General Electric Corporation, Research Division, · 
Btidgeport, Conn., History of Refrigeration, p.l5 
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*1927 
1931 
1933 
1935 
1945 
o/o weight 
100 
77 
65 
65 
28 
o/o Kw/Hr. 
100 
84 
74 
44 
38 
*1927 used as 
0/0 capacity 0/0 Ice 
100 100 
119 167 
141 270 
156 309 
200 420 
the base year. 
In addition to the contued improvement of performance 
Freezing 
over the years, there has also been made ~ny contributions 
to installing convenience features in do~estic refrigerators, 
many of which are now considered standard equipment. To name 
but a few we find built in facilities for storage of fruit 
and vegetables, meats and frozen _foo~s, butter conditioners, 
egg stor~ge space, and sliding and adjustable shelves. 
~!:f~!~~~!!~~ ~~~~!'~~~~!~~ 
Some of the materials used in the eonstruction of the 
present day refrigerator are sheet steel, brass copper alum-
inum, stainless steel, cast iron, rubber, oil,_ r~fr_igerant, 
. - -
silver, glass insulation, chromium, porcelain and various 
. - -
kind8 of materials which have wood pulp as a base. 
practically every phase of industrial manufacture comes 
into the construction of the modern refrigerator. A few of 
the principal processes are: 
1-Foundrtes for the castings 
2-Automatic machinery for winding the motors 
3-Punch presses for stamping out parts 
4 -High presses for forming the cabinet and 
uni.t housing · 
5-Automatic and hand welding equipment of both 
the spot and seamless type 
6-Porcelain annealing furnaces 
7-Spray booths for spraying the finish on cabinet 
exteriors. 
8-0vens for baking the exterior finish and fusing 
the porcelain finishes 
9-Automatic operations for machining the parts of 
the unit. 
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The method of assembling the component parts of the 
refrigerator to make the complete product is similiar to 
that used in some of the large automobiles manufacturing 
plants. That is, each of the parts is manufactured se-
parately and then brought together at an assembly line 
where the parts are assembled to form the finished pro-
duct. 
Although constant reasearch is being carried on by 
the industry to attain the maximum efficiency for house-
hold refrigeration, radical changes in the product have 
been non-existant during the past twenty five years. 
Let us now turn our attention to an analysis of the gnowth 
in demand for domestic refrigeration. 
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. CHAPTER II 
THE DEMAND FOR HOUSEHOLD REFRIGERATORS 
The preceding section dealt with the inception and perfect-
. . . 
ion of mechanical refrigeration. - From the material presented 
up to this point it is quite evideat that a great demand for 
refrigeration has always been in existance and satisfield £orsome 
by means of the mechanical refrigerator. This chapter is dev-
oted in showing how much of that demand has been satisfied and 
what the future outlook is for the sale of refrigerators. Cer-
tainly if there is no great demand in the future for this par-
ticular product, the industry will inevitably contract similiar 
to a turtle crawling inside his shell, and the problems of pres-
ent day distribution will also inevitably be diminished due to 
a decrease in production. 
Saturation? 
In a survey made by McCall's Research Department on Elec-
trical Refrigerator Saturation for January 1, 1959 the follow-
in8 information was disclosed: the New England area was 76% 
saturated, the Middel Atlantic was 88% saturated, the East North 
Central area was 81% saturated, the West North Central states 
76%, the South Atlantic states 72%, the east South Central 64%, 
the West South Central states 65%, the Mountain states . 68% and 
the Pacific States 68% saturated. Theseftgured in accumula-
tion form would show that in the United states, the electrical 
refrigeration saturation point is 76%. (A breakdown of these 
percentage figures by states can be seen on the following pages) 
2.9. 
This w-ould indicate that the domestic refrigerator- industry has 
reached close to its saturation point in the United States, but 
figures are often misleading. These figures fail to take into 
account the number of new homes to be erected, the huge replace-
ment market and the rural electrification programs now under 
way. For example in May 19~7, it was reported that of the nat-
ions twenty two million electric refrigerators, over one half-
were more than eight years old, aad tha:t ~PJ)I'~?timately twenty 
million were potential prospects for replacements. This pub-
lication further predicted that the potential for ~efrigera-
tor sales would rise to about thirty million by 1950. Therefore 
it is indicated that the refrigerator industry would have to 
continue along tha same lines of distribution as they have in 
- - . 
the past as far as the replacement market is concerned. The 
new problem arises in distribution as far as the new homes 
and the rural electrification areas are concerned. Since the 
majority of the new homes will be built close to the distri-
bution centers of the past. (1) The mail problem will be in 
distributing refrigerators to the rural qreas where refrigera-
tors have been comparatively speaking non-existant. Let us 
now direct our attention to the extension of electricity in 
rural areas and the sections of the country where - we find the 
greatest concentrated effort. 
~g~ ~~~! ~!~g~~!f!g~~!2~ ~g~!~!~~£~~!~~ 
The most significant effects of rural electrification are 
the mutual benefits which both rural populat;tons _and private 
1) Trends in New Construction Activity In The United States, 
19~7-1949, Dunn & Bradstreet Inc., February 19~9. 
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ELECTRICAL REFRIGERATOR SATURATION 
AS OF 
JANUARY 1, 1947 AND JANUARY 1, 1949 (1) 
Total Electric Customers 
With Household Electric 
-----~~f~!~~~~~~~~~----
Jan. 1947 Jan. ~949 
--------- ---------Maine 
Massachusetts 
New Hampshire 
Rhode Island 
Vermont 
Connecticut 
New England 
97,512 129,697 
832,007 9991226 
70,753 92,717 
126,679 174,694 
46~825 48,705 
-~7~~9~2- ~2~~2~~-
1547,692 1919,352 
New York 2,760~,75 
New Jersey 904,400 
Pennsylvania 1911,473 
Middle Atlantic557o~i1i8 
Ohio 1397,500 
Indiana 577;596 
Illinois 1612;676 
Michigan 1020.120 
Wisconsin 433,008 
East North 50~5;950 Central 
Minnesota. 456;924 
Iowa 355;308 
Missouri 635,243 
North Dakota 42;800 
South Dakota 53,176 
Nebraska 175,384 
Kansas E~6~2~9-
West North Cen-1947,464 
tral 
Delaware 48,797 
Maryland 290,564 
Dist. of Columbial5,271 
Virginia 336,173 
W.Virginia. 237,136 
No. Carolina 369,111 
So. Carolina 177,091 
Georgia 331,460 
Florida ~Q!L7Q§ 
South Atlantic 2307,311 
3328,'061 
. 1112,1.53 
2319,046 
6759:2.oo 
1735:,250 
739;839 
1959,753 
1276,025 
557,448 
6~68;315 
575,472 
460:,247 
818,510 
63,178 
75,829 
231;41.9 . 
~85~6~2-
2510,288 
59;925 
653,543~ 
420;940 
306;916 
469:,472 
223,438 
435,618 
~gg!~77 
2972,329 
Percent of State 
Electrical 
customers 
----------------Jan.1947 Jan.l949 
--------- --------42 ; 49 52.42 
67~57 78.70 
46.55 57.51 
60~ 96 82.08 
48~70 56.86 
72~9§ 69£5§_ 
63.89 75.84 
74 ;33 86.34 
74;77 88.39 
79~83 91.07 to:is 88:25-
73~03 84.87 
62 ~ 49 72.14 
78~19 91.41 
67~96 ' 78.21 
73 ~ 29 61 . 62 
69:88 80:88 
7L17 76.91 
60 :61 69;52 
78.78 88.89 
49~50 64.27 
60~96 66.23 
66 ;53 77.87 
57~ l,~ 9~.&97 
67.81 76.19 
71 ;51 78.09 
83 : 21~ 
67 ;74 
99.14 ~ 
68.61 
72.13 76.94 
68 ;79 60.03 
68~79 62.34 
72 ; 21 71.53 
§§~§~ §§.:.!7 
71.95 72.39 
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Electrical Refrigerator Saturation-cont. (1) 
Total Electric Customers Percent of State 
With Household Electric ~ Electrical 
Refrigerators customers 
-------------------~- ----------------Jan.l947 Jan.l949 Jan.l947 Jan.l949 
Kentucky -2ao:59~ -~~~~~g~ -~~:~¥-- -~g~~~--Tennessee 343,992 
Alabama 236,608 308,226 59 .l-4 57.00 
Mississippi 115,353 157,207 50.26 49.99 
East South -§7o;oli5 1273:763 63:62 oli:os 
Central 
Arkansas 135,163 184,129 57~34 53.05 
Louisana 230,267 304,305 60.36 61.95 
Oklahoma 219,629 285,594 57.11 60.16 
Texas ~~§.t~77_ 1123.!906 69~44 69.85 West South 1 31, 36 !897,934 64:46 54:95 
central 
Montana 70,923 90,405 63.52 65.04 
Idaho 81,645 103,129 62~68 66.11 
Wyoming 28,045 34:,439 56.51 59.26 
Colorado 156,523 206,822 59.37 69.59 
New Xe:iico 39,109 53,126 50.44 48.03 
Arizcma 69,295 97,538 60~39 63.73 
U:tah 108,060 137,084 72.59 82.30 
Nevada _?~!§!§ -~~t.72! 7~~~7 27~72 
Mountain 578,216 768,244 62.35 67.83 
Washington 342,456 442,356 61.34 70.08 
Oregon 206,445 277,414 62.21 70.12 
california !~~~!.g~7 !~~~:t?2~ §!:.72 §7:!~ 
Pacific 2034,188 2607,975 61.76 67.97 
u.s. 2,1440,000 2,6967,400 69.13 76.60 
1) Electrical Merchandising, Statistical Issue Eicerpts, 
January 1947 and January 1949, p.4 
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industry have and are enjoying. The benefits of electrifica-
tion of the rural areas are twofold: a)for the farmer it has re-
lieved many of the physical burdens which have been the heritage 
of rural America for centuries and b)by increasing his agricul-
tural productivity and income, it has resulted in a higher stand-
ard of living for the American farmer. From the standpoint of 
the domestic refrigerator industry, it opens new markets and 
broadens old ones, thus contributing materially to employment 
and profits . 
It is not with exageration when it is said tha t the most 
responsible organization responsible for the development of 
rural electrification is the Rural Electrification Administra-
tion (R.E.A.). It is impossible within the scope of this thesis 
. . 
to give a detailed report of the objectives amd progress made 
by t he R.E.A.but the following material ~ill acquaint the read-
er with the administration. 
The primary objective of the R.E.A. is to unite the facili-
ties of the government, the public and private p·ower industries, 
the electrical manufacturers and the farmers themselves, both 
as organized farm groups and as individuals, to further the 
extension of electrical service. By furthering the extension 
of electrical service the farmer is enabled to have the ph~sical 
comforts and cultural advantages which electricity can bring. 
The administration was established in May 11, 1935 on the 
basic principle that "good government is one that helps people 
to help themselves." (1) On july 1,1935, it was transferred to the 
1) Cooke, M.L.~R.E.A. Power At A Price The Farmer can Pay 
December 19~6, p.l 
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Department of Agriculture. The R.E.A. is not however, a 
ph,ilanthropic organizat-ion since it does not give away any-
thing. It merely provides the means ta the end result by 
lending money on equal terms to all agencies in a position 
to carry through a power line construction project adequate-
ly. Borrowers are given up to 20 years to pay back loans and 
the interest rate is the average currently being paid on long 
term government bonds. The agency borrowing the money for the 
power line will either buy power on a wholesale basis from an 
existing station and resell it to consumers on the newly estab-
lished line. 
It must be emphasized that when the administration was 
first established, loans were granted a~~o~t exclusively to 
concentrated areas where a new power line was warranted. The 
reason being that at the initial outset, only &sufficient num-
ber of guaranteed consumers could warrant such a project. As 
time progressed, these power lines were conne~ted to subsidi-
ary lines, providing today electricity for the farmer located 
at the extreme outer circle of the projected area. 
The administration is aot a regulatory body, but a super-
visory body. It does not fix r ates to be charged for electri-
city. However, in order to have any such undertakings possible 
it is necessary to have the rates low enough to encourage add-
itional users and high enough to cover the debt service obli-
gated to the R.E.A. plus the cest of operation. Thus, the ad-
ministration staffed by experts plays an invaluable part as a 
supervisory body. 
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In general there are five major groups which may borrow 
from the R .E .A. ( l) 
l. State authorities or agencies, established to pro-
mote rural electrification within the state boundaries. 
2. Farmers co-operatives and other local corporations. 
3. Municipal power plants having authority to make 
extensions in rural- territory. 
4. Public power districts or other forms of public bodies. 
as may be authorized under the laws of a particular 
state. 
5. Existing public-utility companies. 
In addition to financiag agencies for the promotion of 
extending power lines, the R.JA. has gone one step furthur. 
It will also grant loans to groups (not individuals who can 
~ . ' ~ - . 
not take advantage of group movement) f~r the express pnrpose 
of making adequate wiring installations. ~l~hough, these 
groups need not be the owners of power lin~s, the .objective 
behind this movement lies in the hope of increasing the num-
ber of appliances to be used, refrigerators included, thus 
by increasing the usage, costs will be lowered, paving the 
way for additional new consumers. 
~~~E~~~ !~ ~~!! ~!~~~E!f!~~!!~~ 
Now that the re«~~r is familiar with the work being car-
ried on by the R.E.A. it is fitting that we look at the pro-
gress that has been made in the United States in electrifica-
tion o£ rural areas. In 1935, when the R.E.A. was first es-
tablished only 10.9% of the then existing farms were electri-
fied (table 1). By December 1940, this percentage figure 
increased to 33.9% and five years later we notice a further 
increase to 47.6%. (tables 2 and 3). Since the number of 
l) Ibid pp. 4-8 
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farms due to economic fluctuation in the produce market de-
creased in 1945 3 1/3% from the number of farms in 1940, we 
may say that we have for 1945, a true percentage of 44.3% of 
farms in the United States Electrified rather than the 47.6% 
figure. Because these figures are the most recent figures 
available today, we can estimate that today probably 70-75% 
of all farms in the United States are electrified. {1) A 
breakdown into specific- areas where the greatest deficiencies 
in number of electrifiedcl farms are to be found as of . D~cember 
1947, is as follows: the south Atlantic, The East South Central 
area, the West North Central area, and the West south Central 
Regions. These areas are furthermore the objectives of the 
R.E.A. during the coming year when it is expected that the ad-
ministP.ation will have completed its goal. Correlating this 
analysis with a compilation made by Capper Publications, Jan-
usry 1, 1948, we can observe that these respective areas pro-
vide the most fertile market for the domestic refrigerator in-
dustry both today and in the near future (chart I ;). It may 
also be observed from this study that the distribution problem 
in these areas will be numerous, because of the very nature 
of the territories. How should the refrigerator industry dis-
tribute to these areas? Surely one of the present methods of 
distribution discussed in chapter III will have to be followed. 
The problem is which of the distributon policies will be the 
most feasible to follow. Can the refrigerator manufacturers 
do the same job as the independent distributor themse~ves, 
1) Barkley, P., R.E.A. Reaches The Three Quarter Mark, 
Co-op Power, November 1949, p.lO. 
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TABLE I ( 1) 
FARMS IN THE UNITED STATES WITH CENTRAL-STATION 
-ELECTRIC S~VICE 1925-19 ) 
FARMS ELECTRIFIED AS OF JANUARY 1. 
YEAR 
NUMBER PERCENT OF 
TOTAL FARMS 
1925 20li,780 3.2 
1930 576,168 9.0 
1935 7li3,954 10.9 
1936 788,795 11.6 
1937 10li2, 92li 15.3 
1938 12lil,505 18.2 
1939 1406,579 20.6 
19liO 1786,000 26.2 
19li 1 2069,759 33.9 
19li2 2352,603 38.6 
19li3 2li86,230 lj 0. 8 
1944 2557.2li7 ' 41.9 
1945 2787.,624 li7.6 
TABLE 2. (2) 
TOTAL FARMS (U.S. CENSUS 1940) 
FARMS ELECTRIFIED AS OF 1940 (DEC ~31) 
FARMS UNELECTRIFIED AS OF JAN. 1, 19li 1 
TABLE 3. (3) 
TOTAL FARMS U.S. CENSUS OF AGRIC. JAN 19415 
FARMS ELECTRIFIED AS OF JAN. 1,19li5 
FARMS UNELECTRIFIED AS OF JAN.l,l945 
INDEX OF FARM 
ELECTRIFICATION 
GROWTH 
1936 = 100 
26.0 
73.0 
94.3 
100.0 
132.2 
157.li 
178.3 
226.l! 
262.4 
298.3 
315.2 
324 .o 
6,097,000 
1,853,000 
4,2lil!,OOO 
1) U.S. Dept. of Agriculture, Interbureau Committee on Post War 
Programs, Rural Electrification After The War, February 1947. 
2) Ibid p.2 
3) Ibid p.2 
THE FARM MAR~ET FOR HOME EI.ECTiiCAI. APPI.IANCES 
R E'F RIG ERA T 0 R S 
100,000 
100,000 
roo,ooo 
100,000 
500,000 
400,000 
500,000 
100,000 
100,000 
0 
· 1 W.N.C. E.N.C. w.s.c. 1 , E.S .C. S. A. 1 
% Oi1tribution of Fotml ·with 
Central Electric Service. _ _ 50% - --------II% _ _ _ 
---- 12")(, - ------ 27% 
%Diatributlonol Forma ReportinQ 
Electric RefriQeroton _ _ !!0% ----- --- - 14% ------- 13% ------- 23% 
Forms w.1th Central Electnc Ser~ i ce : 3,817,100. 
Edison Electr ic Institute, Dec. Jl, 194 7. 
- Forms Reportin9 Electr.ic RefriQerotors: 2,226,484. 
U. S. Deportment of Agriculture Survey, July 194 7. 
Source: Capper's Far.mer Sells the Midwest, Research Department, January 1948. 
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-for a lower cost or is it wiser to sell through independent 
distributors and let them cope with the problem. This will 
be answered in the conclusion. 
Trends in Consumer Demand 
The domestic refrigerator industry, like anyother indus-
try that has for its objective the maintenance of a permanent 
stay on the market had to pass from the inception stage to the 
competitive stage. It is quite obvious from our entire discus-
sion that this particular industry is definitely in a competitive 
stage. There are however, noticeable trends on the parts of 
consumer demand that has accompanied this evolution. For ex-
ample, dealers and distributors as well can remember the time 
not so long ago where a thirty day trial offer had to be given 
the consumer in order to prove the merits of the product and 
the benefits to be derived from it. It is quite evident that 
this attitude has changed. This same selling practice was em-
plpyed by washing machines manufacturers and dealers who sold 
this product on a door to donr basis by vans which were used to 
cart the merchandise. (The reader need not scoff at such a prac-
tice). Manufacturers of dryers (home use) are confronted today 
with these very same problems, some of whom have already resort-
ed to this selling techdigue in order to establish a foothold 
on the market. 
Perhaps the most dominant and recognizable trend in consum-
er demand lies in the point of rate analysis. As late as 1935 
and 1936 dealers had charts made of the cost to run their par-
ticular refrigerator depending on the desired temperature with-
39. 
in the box correlated with the eost · of ice for the then pop-
ular ice refrigerator. Although, manufacturers are still constan~ 
ly looking towards the improvement of this factor, it is not 
so much of a selling tool today as it was years ago when p~pple 
had to be proven ·about the savings from electrical refrigera-
tion. A perfect example of the greater consumer acceptance 
of an appliance based on this point lies in the field of tele-
vi~n. Although only normal usage of a televimon set increases 
the consumers electrical bill from two dollars to two and one 
half dollars, because of the universal acceptance of electri-
city this has not bean a hinderance in the sale of television 
sets. Not only is this a question usually not mentioned by 
the potential consumer of a television set, but this very same 
consumer completely i8nores such a though today when it comes 
to the purchasing of a refrigerator. 
The other recognizable trend in consumer demand for dom-
estic refrigerators has been that consumers today want larger 
cabinets with more space. Perhaps the underlying cause for 
such a shift has been a change in consumer shopping habits, 
well characterized by the establishment of super markets in 
areas that were considered not too long ago to be desolate. 
From figures based on National Electrical Manufacturers Assoc-
iation Shipments the following results were obtained: 
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1934-1947 
6 cubic feet 7 cubic feet 
------------
- -----
1947 ( 9 mos.) 11.4 88.6 
1946 9.3 90.7 
1941 80.1 19.9 
1940 90.2 9.8 
1939 90.3 9.7 
1938 84.4 15.6 
1937 83.9 16.1 
1936 85.2 14.8 
1935 83.5 16.5 
1934 78.1 21.9 
Supplementing these shipment sales, a breakdown of 
sales by size of box for 1947 and 1940 by the National 
Electrical Manufacturers Association discloses the follow-
ing: ( 1) 
5 cu. ft. 
6 cu. ft. 
7 cu. ft. 
8 cu. ft. 
9 cu. ft. 
*Figure not reported. 
% of total sales 
___ !2~7 ________ _ 
* ll 56 
15 
20 
%of total sales(2) 
_ ____ !2~Q _____ _ 
6.3 
80.1 
1.2 
8.2 
* 
Although these two sets of figures do not exactly corres-
pond exactly with each other it is quite evident however, 
that the consumer today is demanding not only a larger size 
refrigerator, but more space within the confines of the pro-
duct. As a result it is interesting to compare the refrig-
erator of today with that of twenty years ago. ln 1927, the 
most popular box was the 5 cubic ft. model with a refrigera-
tor unit weighing 220 pounds, by 1937 the 6 cubic ft. model 
with a 143 podnd refrigerating unit was the best seller. The 
·-weight of the present refrigerating unit is about 77 pounds, 
with 7 cubic ft. models much in demand. In 1927 , refrigera-
1) Electrical Merchandising, Statistical Issue, January 1948 
2) Air conditioning and Refrigerating News, February 23 , 1948 
~1. 
tors could freeze four pounds of ice in six hours on a hot 
day. By 1937 they could freeze twelve pounds of ice in the 
same interval and today they can freeze 16 pounds. The ena-
mel finish in the present refrigerator compared with the fin~ 
ish of 1942, is 180 percent more stain resistent, 170 percent 
more grease resistant and 145 percent more scratch resistant.(l) 
Another recent development in the refrigerator field has been 
the small refrigerators, designed for apartment house kitchen-
ette type of installations. Surely these factors are also 
the result of recognized changes on the part of consumers de-
mand as well as the manufacturers desires for the betterment 
of their product. 
Manufacturers Created Demand. 
-----~------- --- ---- ------
In a speech made before the 37th annual convention of the 
National Retail Dry Goods Association in January 1948, Harry M. 
Kelly, Frigidaire Division of General Motors, predicted that 
1948 might well be the crucial year for appliance manufactur-
ers. Mr. Kelly also predicted that a buyers market was expect-
ed to develop by late 1948 or early 1999, and appliance people 
should be prepared to operate in it. He stated that unless 
appliance merchants returned to sound merchandising practices 
business and large stores would fail to return adequate profits. 
This buyers market and mercaandising practices will be exploi-
ted in chapter IV. However, it brings up an important point 
that refrigerator manufacturers will have to depend on retailers 
to do their selling for them. Surely the tremendous expansion 
1) Research Department, McCall's Magazine February 23, 1949. 
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of the market and the anticipated expansion does not make such 
an undertaking feasible for any refrigerator manufacturer. As 
a result we see that not only do manufacturers have the problems 
of primary distribution but also the problems of seeing that 
their distribution points (retailers) remain in existence so 
that their wares can be shown, From my numerous interviews 
tn the field, both manufacturers branch houses and distributors 
recognize this fact. · The opinion was expressedtthroughout that 
manufacturers are now attempting to satisfy and maintain their 
dealer reltationships by means of creating a new demand, namely 
the two door models of electric refrigerators. One manufac-
turer's branch house manager in particular expressed the belief 
that in no other business in existence today is there as much 
dis-loyalty as there is in the appliance field. He further 
stated that dealers are all eager to sell a hot line of refrig-
erators and cancel the dealer franchise as soon as the line 
cools off. Thus manufacturers are constantly seeking not 
only to make a profit for themselves, but enabling the re-
tailer to make a profit, with the expectation that their dis-
tant selling force will remain in tact. Today the manufac-
turers means to thus end is the two door model line. Summing 
up this discussion, I would like to mention that according to 
an article in "Tide", soon half the refrigerator lines will 
be sporting two door models. (these new models have a narrow 
do0r on top, opening to a small freezer compartment above the 
regular sized refrigerator) Two door models were then announces 
by Frigidaire, General Electric, Hotpoint, Frostaire and 
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Kelvinator. Although, Philco and Crosley along with West-
inghouse, Admiral and Norge are today sticking to one door 
models which have inside frozen-food lockers, it is my be -
lief that these manufacturers wil1 eventually follow suit with 
this manufacturers created demand. 
It is quite evident .from this discussion to believe that 
the demand for household refrigerators in the near future will 
continue to equal the demand witnessed by the industry during 
the post war period. Due to the hose of multiple factors al-
ready mentioned, the nature of this new demand will differ con-
siderably from that of the post war period which was primarily 
a back-log of consumer demand as the result of the curtailment 
of production during World War II. Nevertheless, the demand 
will be there and production will continue during the near fur-
ure at its all time high. Let us now turn our attention to the 
various channels of distribution incorporated by the industry 
as the result of this growth in production figures to base our 
analysis of what is the place of the independent wholesaler in 
the distribution of domestic refrigerators. 
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CHAPTER III 
TRENDS IN THE CHANNELS OF DISTRIBUTION 
When mechanical refrigerators were first produced for sale 
to the general public, they were sold directly by the manufac-
turer to the retailer. There are two important reasons for 
this early method of distribution. There were at that time 
few ret4il outlets equipped to sell and service refrigerators 
and at that time considerable product service was necessary 
as was brought forth in Chapter I. The other reason is due 
to a combination of the slow inception of the product by the 
consumer and the inability of the early manufacturers to pro-
duce in large numbers. This is well characterized by the sta-
tistics that show where after 16 years of domestic refrigera-
tor production, total unit sales had not exceeded the 10,000 mark. 
As the product improved and the need for service diminish-
ed, other retailers were able to sell them. In addition, as 
mechanical refrigeration was accepted by the consumer other 
types of retailers added them to their lines since the pioneer 
promotional work had been done and the intensive _specialty 
selling was no longer necessary. The best example of this is 
the department and furniture store which today is an import-
ant factor in the retail marketing of domestic refrigerators. 
As this phase developed, the original dist~ibutor-retail­
er did less and less retail selling and gradually changed his 
business over until he became one hundred percent wholesale. As 
this evolution progressed, many manufacturers saw the possibil-
ity of establishing branch houses throughout the country thereby, 
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circumventing the independent distributor or wholesaler. Other 
manufacturers chose the direct to retailer channel of distribu-
tion, and as mentioned earlier in this thesis mail order houses, 
considered today to be primarily a deviation from the direct to 
retailer channel of distribution invaded the field in the early 
1920's. As a result we see how the primary channels of distri-
bution relied upon today by the industry developed with the de-
velopment of the industry as a whole. 
Professor Copeland of the Harvard Business School made the 
following comment in the Harvard Business Review pf 1928 regard-
ing appliance distribution: 
"There is probably no subject to which nia.nufacturers 
are now giving more serious thought than that of 
wholesale distribution of their products. The dis-
satisfaction which numerous manufacturers feel with 
conditions in wholesale trade is not so much with 
the costs of wholesale distribution, although there 
are question marks regarding that topic, as with 
the effectiveness with which the service wholesalers 
are functionin~ as viewed from the manufacturers 
viewpoint. 11 (1) 
In order to accept or refuse Professor Copeland's comment 
demands an analysis of the main channes in the distribution 
of refrigerators as well as the trends in retailing, as many 
wholesaler problems stem from the retailer. The objective of 
this chapter in determining the place of the independent whole-
saler in the distribution of domestic refrigerators is to ana-
lyze the methods of distribution of each of the four main chan-
nels previously mentioned and weigh the assertions made by each 
1) Copeland, M.T., The Status of Wholesale Trade; Harvard 
Business Review, , Vol. 6, Oct.-July, 1927-1928, p.259. 
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as to why he is an important link in the channels of distri-
bution. 
The following chapter will deal with the problems on 
the retailer level. 
1. ~h~ I~g~~~llQ§llt lifh91§§g1§r by definition wholesal -
ing includes: 
"a 11 sales by producers, by merchants or indus-
trial supply houses or by retailers to indus -
trial, commercial, or institutional buyers 
either for resale or for other use in the con-
duct of their enterprises. 11 (1) Supplementing 
these words, the following can be said about 
the nature of wholesaling. "Individuals or 
business firms engage in wholesaling when pri-
marily they sell to, or negotiate sales with 
those who b~y for purposes of l)resale or 2) 
industrial use. Illustrations of wholesalers 
dealing with firms who buy for resale are af-
forded by the manufacturerrs sales branch which 
sells coffee to the grocery retailer, the pet-
roleum bulk station which sells gasoline to the 
local filling station, the sug~r broker who ne-
gotiates sales between the refinery and the food 
chain and the apple buyer who assembles products 
from a number of orchards and sells them to a 
large city merchant . Wholesalers dealing with 
industrial or business users are illustrated by 
the merchant who buys office equipment of a manu-
facturer for resale to other manufacturers for 
use i n their own offices, the manufacturer's sales 
branch selling machinery for use in shoe plants, 
the petroleum bulk station selling lubricants to 
a steel manufac turer , and the cotton broker nego-
tiating the sale of cotton to a textile mill. 11 (2) 
The problem of this thesis is centered on the merchant 
who purchases for resale, frequently called a wholesale mer-
chant. 
11 \fuo lesa le merchants are sometimes designated 
as service wholesalers or full~functions. They 
buy merchandise outright and sell on their own 
1) Nystrom, P.H., Marketing Handbook, p.lO 
2) Phillips, C.F., and Duncan, D.J., Marketing Principles 
and l.tethods, p.319 
account. They maintain places of business, 
including warehouses for the storage of the 
surplus merchandise required by their com-
munities. In mose of the trades they usual-
ly sell to dealers by means of salesman who 
call on the trade regularly. They extend 
credit and make deliveries. They assemble 
certain lines of merchandise in large lots 
and redistribute them in smaller quantities. 
In some trades, particularly where the mer-
chandise is of a perishable nature or de-
rived from unstandardized production, the 
wholesale merchants must perform the func-
tion of grading and standardization. Fina-
lly it is necessary that the wholesale mer-
chants assume the risk incident to their 
type of business activity." (1) 
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From the above quotations it is possible to get a clear 
understanding of what is a wholesale transaction and what is 
a wholesale merchant as differentiated from a retail merchant. 
Let us now look briefly at the utility of a wholesale merchant, 
and review for the reader at a glance the functions performed 
by the wholesaler. There is a difference of opinion amongst 
authors and amongst wholesalers themselves then it comes to 
the number of functions performed by wholesalers. Suffice to 
say, that for the purpose of our analysis, the wholesaler per-
forms ten useful functions in the channels of distribution. 
They are as follows: 
l.f:!~nn1ng Fgr Q!J§tQm~r~a-by anticipating his customers 
requirements it is necessary for the wholesaler to have the 
right merchandise in the right amounts at the right time and 
at the right price available for his customers. By carefully 
studying the conditions and needs of retailers in his terri-
1) Beckman, T.H., and Engle, N.H., Wholesaling Principles 
and Practices, p.l45 
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tory, the wholesaler can often tell far in advance the dem-
and for a particular product long before the retailer him-
self is aware of this demand. 
2. ~h~ ~§~§W91X fgDg~1QD-It is not uncommon to find 
wholesalers who have 50,000 different products under one 
roof. This is particularly true of the wholesale grocers. 
Wholesalers who distribute domestic refrigerators vary 
in the number of lines they carry anywhere from five to fifty, 
including of course other major and minor appliances, such 
as washing machines and electric toasters. Here the retailer 
is relieved from the burden of purchasing from numerous manu-
facturers, receiving the manufacturers salesman, separate 
credit accounts. 
3. Large scale Purchasing- One wholesaler who services 
----- ----- -------~~-
perhaps 200 retailers can without a doubt buy in a consid-
erable larger scale than any of the 200 retailers, regard-
less of his size or his financial capacity. As a result, 
the wholesaler purchases goods at lower prices due to quan-
tity discounts and due to freight advantages. Seldom does 
the wholesaler have to order goods in less than car load 
shipments, paying in the end a high transportation charge • 
. q. Maintains A Reservoir of Goods for His Customers 
--------- - --------- -- ----- --- ------~--
The storage functinn is perhaps one of the most essential 
functions of the wholesaler, if not the essential function. 
The survival of the wholesaler rests on his ability to en-
able his customers to keep their merchandise investment 
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down to a minimum and to fore go the risk of loss due to syle 
changes or price declines. He must stock in advance season-
able items, and be capable of meeting the demand when that 
seas on arrives. 
5. f~QID~t ~~1±Y~£z-coupled with the function of maintain-
ing a reservoir of goods for his customers, the wholesaler 
must also perform the function of prompt delivery of these 
goods. Located usually within one day travel from his deal-
·ers, the wholesaler is in the position to foster hand to mouth 
buying whichhas attributed tremendously to his success in the 
. \ 
electrical appliance industry. 
6. Faster Retail Stock Turnover- As a result of this hand 
------ ------ ----- --------
to mouth buying, the retailer is enabled to attain a faster re-
tail stock turnover. A quick turnover generally results in the 
reduction of the retailers operating expenses, involving less 
interest on the investment in stock, less insurance cost on mer-
chandise, smaller store space for a given volume of business 
and less heat and light expense. 
7. Extension of Credit- It is not difficult to fore see 
--------- -- ~-----
the credit problem that a dealer would have when he is buying 
in small lots from fifty or more different manufacturers. When 
dealing with one source of supply namely the wholesaler it is 
easier for the dealer to receive financial assistance. 
8. g~E~g~~~~ ~g~ 9QEg§ ~gg agjg§t§ Q~~p~~£~~~- When a 
consumer purchases merchandise in a retail outlet, actually 
the goods are backed by a triple quarantee, that of the manu-
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facturer, that of the wholesaler and thirdly that of the re-
tailer. In the same manner, the wholesaler provides the re-
tailer in ·effect with a double guarantee. He relies on the 
wholesalers experiance to investigate the merits of the mer-
chandise and examine the guarantee made by the manufacturers. 
9. Renders Advice and Assistance to Customers- We will 
-------- ----~- --- ----~-~--- -- ---------
discuss this function in greater detail at a later stage. 
Suffice to say here that the retailer is the bread and butter 
of the wholesaler, whose success can only develop parallel 
with the combined success of his retailers. Is it a small 
wonder that the wholesaler will be more than willing to ren-
der advice and assistance to his dealers? 
10. Help customers in Time of Stress- The average whole-
---- --~---~-- -- ~-~---- ----~~-
saler is in a far better position to understand his dealer 
than the distant manufacturers who supply the dealer with, sma.ll 
quantities. Thus the wholesaler is in a far better position 
to lengthen credit periods, particularly when he has much more 
at stake in the account than anyone of several manufacturers. 
Not only is he more interested in the cultivation of the ac-
count, but also in the continued patronage of the account. 
It is not to say here that the average wholesaler performs 
all ten of these functions. The number and degree to which 
these functions are performed rests with the individual whole-
salers themselves. Suffice to say here that these functions in 
general have provided the pillars of existance for the indepen-
dent wholesaler. It is around the efficiency of carrying out 
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these functions that has led Professor Copeland to make the 
statement already quoted on page forty five. It is also with 
the ability to efficiently perform these functions that we 
will be concerned with in determining the place of the indepen-
dent wholesaler in the distribution of domestic refrigerators. 
Although, wholesalers of domestic refrigerators differ 
amongst themselves the same as no two individuals are indenti-
cally alike, the underlying basic methods ofoperation are the 
same for all. The succeeding material is presented to clear-
ly illustrate the functioning mechanism of the independent dis-
tributor. 
The Franchise _.,._..,_ .. __ _ 
When a manufacturer ana. a distributor have agreed to terms 
pertaining to having that particular distributor represent the 
manufacturer with in a given territory, a franchise is then 
drawn up and signed by the two parties. This franchise is 
the equivalent to a cancellable contract in the following res-
pect. The manufacturer has agreed to have the distributor re-
present him in a particular territory. The distributor on the 
other hand has agreed to accept a certain percentage of the 
manufacturers production to be distributed within his specitied 
territory, If any dissatisfaction arises during the coming 
year, either party has the power to cancel the contract after 
thirty days notice to the other party. cancellations may re-
sult from a multitude of variou~ factors, but such is not ~he 
general rule. Usually it is due to a lack of capability on the 
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part of the distributor to maintain his quotas set by the man-
ufacturer rather than a case where the distributor is dis-
satisfied with the policies of the producer or the product 
itself. 
Buying Procedure 
__ .,__.,._ -----~---· 
The buying problems of the individual distributors are 
relatively simple. The greater majority of manufacturers es-
tablish their production figures on a series of adjusted in-
dexes accumulated from the u.s. Bureau of the census pertain-
ing to population trends, wealth distribution trends and past 
sales. The manufacturer after establishing his production fi-
gures for the coming year, and the production perhaps of 70-
80 sample models conside~each individual distributor on these 
same bases in the light of how much his particular territory 
can absorb of the estimated production figures. , A national 
distributor convention is then held by the ma..nufacturer for 
all his distributors. Here every distributor is given a form 
with the eighty different models listed and the number of each' 
model that the distributor is expected to sell during the com-
ing year. Perhaps the only leaveiey the distributor has here 
is a change from expected sales of one particular model to 
another, while his total estimated sales figure remains un-
changed~ 
Distribution Within the Wholesalers Territory 
------------ ------ --- --------~-- ---------
The independent distributor, like the manufacturer al-
so has the problem of figuring out the potential of his terr-
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itory and the potential of the individual counties which make 
u.p his territory. The distributor is well aware of the fact 
that on certain specific dates deliveries must be accepted 
from the producer and usually paid for within ten days. It 
is the distributors problem from that point on to make con-
tacts with dealers within his territory who in turn will pur-
chaae the already accepted merchandise in the distributors 
w,e.rehouse and pave the way for the next shipment from the pro-
dllcer. 
The distributor uses practically the same procedure in 
e:stima ting where the potential lies within his terri tory, 
na.mely a series of adjusted indexes accumulated from the U .. s. 
Bureau of the census pertaining to population trends, wealth 
dlstribution trends, past sales, and desired sales for the 
c~>ming period. Each member of the distributors sales force 
ifl than briefed, usually by the sales manager, as to the anti-
cj~pa ted volume expected from his particular terri tory. Charts 
are commonly used in the central office to follow the sales-
me~nrs progress and adjustments and recommendations are me.de 
by the sales manager at a weekly or bi-weekly sales confer-
ence when deemed necessary. 
There :· :ts a difference of opinion amongst distributors 
pertaining to the actual selling of their products. On one 
hand we see distributors who follow the program of designat-
ing members of their sales force to sell specific items and 
only those items. As a result the distributors entire line 
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:l.s sold by men who specialize in selling one or a small group 
of particular items. The entire sales forces covers the whole 
territory, thus four or five representatives, each one a spe-
cialist in his field may call on the same dealer. Counter bal-
a.ncing this procedure are those distributors that follow the 
policy of having every salesman sell the complete line within 
a narrow territory. It is of the belief here that the sales-
man is in a better position to acquaint himself with the re-
tailer, to know his merchandise problems and guide him in sel-
ling more of a particular product in the line to more dealers. 
Trends in The Attitude of Distributors 
---~-- -- --- -------- -- ---~-~-~-~--
There has been evident a significant trend in the atti-
tude of distributors since the short coming of World War II. 
Prior to the war, the policy of the manufacturers was merely 
to sell to the distributors, who in turn practiced the policy 
of selling to the retailer. This practice could be labeled 
"loading the dealer" because little if any attention was paid 
t o the dealer once he received his merchandise. However, the 
more progressive distributors and producers as well recogniz-
ed that during the war a definite change was coming about and 
clmnged their dealer relationship philosophy considers ble. 
Tllis change came about mainly because of two reasons: 
1. Prior to the war, department stores in particular,though 
they stocked both gas and electric refrigerators did not pay 
very much attention to their promotion. During the war and 
immediately after the 'l~Br, due perhaps to a decrease in price 
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of the domestic refrigerator and the great backlog of demand, 
chain store operators and department stores developed an over-
whelming greater interest in the refrigerator business. A 
typical example of this change can be found in one of Bostons 
leading department stores. Prior to the war, this department 
store ha a limited selection of refrigerators which was lo-
cated on its fifth floor. Since the war however, they have 
moved this limited selection to the point where today they 
stock refrigerators from five leading producers in the coun-
try on the main floor. 
2. The second reason for the change in philosophy of sel-
ling through the dealer rather than merely to the dealer is 
the increased productivity of manufacturers and the enlarging 
of our national economy from 83 billion to approximately 203 
billion. Both as we are well aware of came as a result of 
the demands of the war efforts, when in 1942 civilian produc-
tion was brought to a stand still and not resumed until the 
middle of 1945. Thus as a result we see the beginning of se-
vere competition coupled with the mass purchasing power of 
the department stores and chain organization which in the end 
result would place the independent retailer at a. competitive 
disadvantage. 
This new attitude on the part of the distributors has 
shown significant effects in the methods of marketing their 
products. In an interview with one of Boston's more success-
ful distributors, the following attitude was expressed. He 
56. 
felt that in accepting a franchise, the distributor assumes the · 
complete sales responsibility .for that line in his territory. 
He actually assumed the attitude that he was the manufacturer's 
sales organization: stating that his first duty was to create 
adequate dealer outlets throughout his territory to give the 
product proper exposure to the consumer, and secondly to pro-
duce satisfactory volume through these appointed dealers in 
relation to the manufacturer's national sales and territorial 
quotas. In addition he claimed that it was the distributors 
duty to assume the responsibility of seeing to it that con-
sumers who purchase the products that they distribute get pro-
per and efficient service when required. 
Supplementing this new attitude towards suppliers, a dif-
ferenct viewpoint towards dealers was expressed. Here lies 
the opinion that today the distributor must have to accept 
certain responsibilities to the dealers if both are to be 
successful merchants on that product. Thus fundamentally the 
distributor accepts the responsibility of furnishing the dealers 
with well made merchandise, produced by financially sound manu-
facturers who are progressive, and have the engineering and 
quality production facilities needed to be leaders in the field. 
Equally important, he stated the distributor today accepts the 
responsibility of guidance and assistance to the dealer in 
sound and vigorous resale programs on his lines. To this end, 
he not only had his sales and executive staff ready to offer 
its advice and . service to those dealers whom he felt had the 
~. 
will, financial capacity, and merchandising ability to co-
operate in a plannedretail selling program, but he also re-
cently added a consumer resale department headed by a cap-
able executive, to actually work for and with the dealer in 
his sales activity. 
Augmenting this type of activit7 which I have found in 
the distribution of domestic refrigerators, distributors have 
increased their direct mail to dealers tenfold in comparison 
with the amount of direct mail used prior to the war. Some 
distributors in particular have expressed their new dealer 
attitudes to such an extent that they now have a weekly news-
paper mailed to each of their dealers containing news about 
the manufacturers policies, competing manufacturers, success-
ful retail displays and news about progressive dealers. 
One Southern distributor in particular purchased a surplus 
trailer which he remodeled into a modern kitchen containing all 
the major and minor appliances that he supplied to his dealers. 
The trailer driven by a salesman and accompanied by a home econo-
mist toured the distributors territory, putting on demonstra-
tions in front of the dealers place of business. Surely this 
also demonstrates the new attitude taken by the distributor 
regarding his dealer relationahip. 
2-Manufacturers Branch Houses 
The growth of manufacturer's branch houses developed si-
multaneously with the growth in importance of wholesalers and 
the refrigerator industry as a whole. In evaluating the place 
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of the independent wholesaler in the distribution .of domestiG 
refrigerators it demands an appraisal of- the methods of opera-
tion and assertions made by those engaged in this second chan-
nel of distribution as to their importance in the distribution 
precess. 
From the outset, it is important that we differentiate 
between a manufacturer's branch house and a manufacturer's 
sales branch. A manufacturer 1 s branch house is a wholesale 
outlet, owned and operated by the ~nufa~turer_, largely or 
entirely for the distribution of his goods. On the other 
hand, a manufacturer's sales branch is a place of business, 
also owned and operated by the manufacturers for the dis-
tribution of his goods, but carries no stock whatever, or 
small stocks for display and sample purposes. In both cases 
here it would appear on the surface that the emphasis would 
be on selling because the buying problem would be minimized 
by the fact that they act as outlets for goods turned over 
to them by the parent organization. 
At an earlier point in this section the statement was made 
that the rim of our discussion was not to see how the varieus 
and essential wholesaling functions can be eliminated, rather 
to see who can perform these functions most efficiently. Basical-
ly the operating mechanism of manufacturer's branch houses and 
independent distributors are essentially the same, excluding 
here the necessity of a franchise. They purchase goods from 
the parent manufacturer and handle it on a jobbing margin which 
is about the same margin allowed other wholesalers. Obviously 
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they too sell to- retailers who represent them in that particu-
lar territory and also sell to the large industrial consumers 
where the volume of business is sufficient to warrant whole-
sale prices. 
A practiee of the past which was followed by certain manu-
facturers was to establish jobbing units, the ownership resting 
with the operator but the central of the outlet held by the 
manufacturer. T-his policy was followed since they could often 
find jobbers who were capable of performing the same functions 
of wholesaling as efficiently as manufacturers. If the manu-
facturers could dictate the policies of this particular or-
ganization they would receive the same advantages as are af-
forded through the ownership of their own wholesale outlets. 
This procedure however, became; .a practice of the past in the 
early 1930's and is rarely seen today. 
The number of wholesale branch houses in the domestic 
refrigeration industry today varies from one to as high as 
forty manufacturers, but it is interesting to note that in 
the New York and Chicago markets the more prominent manu-
facturers operate their own wholesale outlet. There is a 
considerable difference of opinion between wholesale branch 
managers and independent distributors pertaining to the value 
of this method of distribution. Let us now turn and look at 
both sides of the fence. 
From the combined mouths of several manufacturers branch 
house managers the following attitude is taken. The main 
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reason why manufacturers do not have more branch houses is be-
cause they operate with the philosophy that everything in the 
world is for sale, or everything in the world has a value. Thus 
one manufacturer in particular recently closed down their Seattle 
branch house because a distributor was willing to pay approxi-
mately two and. one half million dollars for the priviledge of 
obtaining the franchise.(l) 
Secondly, the purpose o-f establishing branch houses is 
because the factory is not in a position to-manufacture and 
sell simultaneously. This brings out the adage that over 
espansion leads to inefficiency. Thus the factory by means 
-of establishing branch houses or affiliations with indepen-
dent distributors, all of whom are obligated by contract to 
accept their pro-rate share of the manufacturer's total prQ-
duction, enables the factory to produce their refrigerators 
. . 
according to planned production figures • .. This is obviously 
more preferable to the factory rather than having tha si-
tuation where they would be operating according to an esti-
mated production figure pending heavily on orders to be sub-
mitted to the factory through their own sales force. Now 
the question can be raised could not the independent dis-
tributors p~rform this function as satisfactory as the branch 
houses. To this the answer of no was given. The factory 
branch house is in a better position to serve the manufacturer. 
For example, if the factory per chance overestimates the value 
l) Interview With Mr. R. Farnum, United Distributors, Admiral 
Corp., Boston, Mass. 
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or potential of a particular style refrigerator, the branch 
house like any independent distributor is required to accept 
a certain percentage of the total production according to 
the terms of the franchise. The branch house however, operat-
ing with factory funds which can not be compared to the capital 
of even a successful average sized distributor can be in a 
better position to take a loss on that particular style by 
selling them at cost or even below cost to a mass marketing 
retail outlet like a department store, or even to a bargain 
basement which is very often the case. The independent dis-
tributor on the other hand, working with much less capitol, 
could afford to do this very same practice, but the point in 
ques t ion is how often could this independent dis.tributor af-
ford to take this beating. If such were the case, where this 
loss had to be taken say three or four times within one year, 
the distributor would undoubtedly by the terms stated in the 
franchise sever his relationship with the manufacturer. 
The third important advan~ge of establishing branch 
houses was given as enabling the manufacturer to have better 
control of their markets or pin control of operations. Making 
the assumption once again that poor merchandise is put on to 
~he market by the factory which is not a rare thing in the 
'< 
field of "white goods" refrigerators being the major item in 
this category, it has been expressed that the branch house and 
the distributor have entireiy different attitudes with respect 
to the disposal of this merchandise. (Poor ~erchandise is not 
explained or looked upon as deffective merchandise. It is mer-
chandise that does not possess distinct advantages and qualities 
to appeal satisfactorily to the censumer in a competitive market) 
The independent distributor rather than take a loss on his mer-
chandise through selling to dealers at a discount, who in turn 
sells to the public at lower prices may decide, to give &R ex-
treme example, sell to a large dealer in a foreign market or 
ship the entire lot into a department house or a housing project. 
This type of procedure is all well and good as tar as the in-
dependent distributor is concerned, but has a different effect 
when looked upon by the factory. The main objective of the 
factory is to keep their name before the eyes of the public, 
which we might perhaps consider to ~• form of retentive ad-
vertising. Thus the factory branch because of their operations 
with factory money, is in a better position to accept a loss 
as we discussed above and at the same time keep the name of the 
maker before the public with a healthy outlook for an improved 
line to come out in the near future. 
The fourth and final distinct advantage as stated from the 
combined mouths of the manufacturers branch house managers was .· 
that of salary. Every salesman of the branch houses interviewed 
who wer~ selling white goods .(refrigerators) had an established 
or fixed salary plus a commission incentive, with the base 
salary beiag of a sizeable amount. Independent distributor 
salesmen on the other hand worked one hundred percent on a strict 
coiiillission basis, with of course .a drawing account to carry them 
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over the slack periods. Thus the belief was started that where 
the factory was under a weekly obligation to its own sales farce 
in the form of a minimum fixed payroll, the factory was under 
the whip, so to speak to provide good and. saleable merchandise, 
which in turn would build easier consumer acceptance in the 
long run. We will discuss the validity of this statement at 
a later point in this section. 
Counterbalancing these contentions, I have found that dis-
tributorsbave the following contentions pertaining to the New 
York and Chicago markets. In these twe markets it was believed 
that the refrigerator industry has become more or less domina-
ted by chain store operators and by mass market retailers, name-
ly because of the very nature of the market which warrants or 
makes such operations possible. Thus in these two markets, 
manufacturers of refrigerators can not afford to set up dis-
tributor relationships. What happens in these markets is th•t 
the manufacturer himself hasinvaded the markets by establish-
ing his own branch houses whose main purpose is to serve the 
mass market retailers. There have been instances however, 
where the small manufacturers have decided contrary to this 
policy. These manufacturers do set up distributor agencies 
or outlets with the provision that when sales are made by them 
to the mass market retailers, at more or less the price of the 
manufacturers selling price to the distributor, an 1.1 override" 
is givin to the distributor as a means of compensation for their 
unprofitable operation. (1) However, this type of operation is 
l) Mr. A. Ullman, Northeastern Distributors, Boston, MASS. 
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not approved of by the average, aggressive distributor because 
of a resultant mix up in distribution policies. For example, 
when a distributor is given a franchise of exclusive agency 
within a certain territory, it is up to the distributor to 
establish as many dealer :outlets that he deems necessary with-
in his territory. The attitude taken by distributors regarding 
dealer outlets can be clearly seen from what one distributor 
in particular bas to say: 
"While products produced and. JDa.rketed for mass 
consumption require aass outlets, and our lives 
generally fall into this category we are applying 
selective distribution in the selling of our lines. 
Our pelicy is to have fewer dealers to do the job .: 
in other words to have less but better dealers who 
can each sell more. This insures our dealers of 
less competition and more sales results for their 
efforts and very important, it gives us an oppor-
tunity to work more closely with fewer dealers to 
insure a more closely knit and stronger dealer 
organization. Naturally we can sell to the smallest 
number of retailers, when they the retailers, will 
sell the fewest number of competitive linea and 
thereby purchase from the smallest number of whole-
salers. In having fewer dealers we can more effec-
tively maintain our policy of price protection. 
cut price newspaper , mail, and window advertising 
is definitely contrary to the best interests of our 
dealers, and it is therefore our policy to eliminate 
from our picture any dealer who does not adhere to 
clean advertising and pricing." (1) 
Looking at the above statement from a different slant, if 
in a particular territory the. distributor felt that three or 
four or ,t:ort:y dealers would pe sufficient to give him adequate 
distribution and with whom he could concentrate his efforts, 
his entire system of distribution and operation may be upset 
1) Interview with Mr. George Cohen, Northeastern Distributors 
Inc.,. Boston, M~ss. 
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if for example there was a department store whom the manufac-
turer insisted be one of the distributors dealer outlets. 
Another factor given why the New York and Chicago markets 
rely mainly on manufacturers branch houses as a source of dis-
tribution is the factor of competition between mass markets 
retailers (namely chain organizations and department stores ) 
and the small independent retailers. It has been found that 
the mass market retailers have a competitive advantage ia their 
large scale buying. The independent retailer would be buying 
from a distributor at a higher price than the department store 
from the manufacturers branch house or from the distributor 
who was being given an override by the manufacturer. As a re-
sult, he would be at a competitive disadvantage when the mass 
market retailers decide to run sales or even sell at regular 
retail price with terms of sale much more favorable to the con-
sumer than could be offered b1 the independent retailers. 
3-~!~~~~~~~!~~ ~!~~~~ ~~ ~~~~!!~~ 
Although only a minute percentage of total d.omes tic re-
frigerators produced today passes through this channel of dis-
tr±bution, that is, from manufacturer direct to the retailer, 
it definitely commands out attention as to who can bes perform 
the wholesAler's functions and under what circumstances. It 
is quite obvious from the outset to note that only certain 
retailers today perform this feat. They are the larger depart-
ment stores and the chain store organizations whom our econo-
mists label as the big business men of retailing. Let us 
briefly look at their system of operatbn. 
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In the United States today there are three manufacturers 
who comprise the greatest segment of the mass market retailers 
source of supply. One manufacturer in particular produces 
domestic refrigerators for a large mail order establishment. 
The other two have a unique system ~f operation. (l) They 
select one large retailer in each of the principal cities 
throughout the country whom they believe can give the manu-
facturer adequate representation for that particular terri-
tor~. With slight variations depending on the retailers 
specifications, a standard domestic refrigerator 1s produced 
and sold in · everyone of the manufacturers outlets. PerP&ps 
the most significant change between the manufacturers pro-
duct sold in Boston and in Detroit will be the nameplate, 
depending of course on the name of the store. Supplementing 
this line of production, the manufacturers also produce parts 
and units for other manufacturers, some of whom put on the 
market standard brands. By standard brands it is generally 
meant any refrigerator that is amongst the first fifteen lead-
ing makes. New the question can arise, if a manufacturer is 
a producer of a standard brand why. will he be purchasing units 
(hermatically sealed motors) from other manufacturers? A host 
of possible reasons could be listed here such a capital def-
ficiency, labor shortage, plant facilities etc .. It is in~ 
teresting to note here however, that the domestic refrigerator 
industry in particular is to a marked degree an assembling 
1) Mr. G. Lund, Jordan Marsh Coapany, Boston, Mass. 
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ing their regular retailers. Often times however, in my search 
for information, I have found cases where there are direct trans-
actions between distributor and 4iscQunt houses. Since the mer-
chandise they carry retains something of the demand element, they 
are in a position to offer marked reductions from the regular re-
tail price, because of their lack of the promotional element in 
their sale. When a consumer purchases a re~rigerator from any-
one of these discount houses he foresakes the service benefits 
which the recognized dealers offer as a co-feature of the pro-
duet. This is obviously done in exchange for the discount which 
can be as high as one hundred and fifty dollars, depending of 
course on the established retail price of the refrigerators, 
There are however, independent service organizations in exist~ 
ance who offer service contracts for refrigerators which con~ 
tracts are the equivalent to insurance contracts. Although 
these discount houses do offer refrigerators to their pro-
spective customers, their volume of business in this line with 
respect to other lines might be classified as very minor or 
negligent. Nevertheless, the mass market retailer: is of the 
belief that there exists a large enough potential in these 
particular consumers, and as a result combats such practices 
by means of a lower priced private branded refrigerator which 
is accompanied with the service element. 
5- Better Value Per Dollar A distributor regardless of the 
------ ----- --- ------
line of business he is in, certainly is not a factor in the 
channels of distribution for the benefit of society, that is 
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the flow or movement of goods from producer to consumer. Ob-
viously the element of profit is his motive. The mass market 
retailer is of the belief that he ~s in a position to perform 
the wholesalers functions as efficiently as the independent 
distributor due to his large volume of business. Supplementing 
this point, he is content in making a normal retail profit on 
his private branded refrigerator, passing on to the consumer 
better value per dollar. 
6- Design Their Own Refrigerator- In our discussion of manu-
facturers branch houses the importance of style in the re-
frigerator industry was stressed. Although the private branded 
refrigerator of the mass market retailer is a composite of ideas 
from the many retail outlets throughout the country, each retailer 
does have the ability to submit recommendations about the product 
to meet the demand of his particular territory. Of course these 
retailers do not have the freedom of completely designing the 
product as well as a large mail order house, never '.tneless, they 
do possess some p~wer in designing their own refrigerators. 
In an interview with a buyer from one of Boston's large 
department stores the following beliefs were expressed. The 
private brand refrigerator which the store features comprisea 
twenty five to thirty percent of the total refrigerator volume. 
Then asked the question why this brand does not comprise a 
greater percentage of sales, the following attitude was taken. 
Sales of the private brand had come a long way in reaching the 
Present figure, and to a point where they are completely satis-
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fied and do not want to increase the sale of the private brand 
refrigerator. Why? If the store is to continue the sale of 
standard brand merchandise, for which there is a definite de-
mand, they have to purchase in car load lots in order to war-
rant their featuring this merchandise, They never buy on a 
pick up _basis which would naturally raise the initial purchase 
price figure and lower their margin of profit. Thus by having 
a lowered margin due to the increased sale of the private 
brand refrigerator, the operation would be successful. Ac-
companying this factor, was the point of manufacturer tolerance. 
Each manufacturer of standard brand merchandise (distributor as 
well) is seeking his pro-rate share of adequate representation 
in their dealer outlets. With a decrease in sales, it . was feared 
that the manufacturer of the standard brand might withdraw his 
product, leaving only the private brand to b~ merchandised. 
Perhaps in ninety percent of your authors intervie~s, the 
point of saturation of the market was expressed, but here it 
was most adequately demonstrated. Both distributors and re-
tailers as well feel that the saturation mark of the New England 
area has reached the eighty five percent mark. The remainiag 
fifteen percent is comprised of the absolute lower income group 
that cannot .afford a refrigerator or of newlyweds that are 
still in the market for one. The buyer of this department 
store had the following to say. His organization was the first 
retail outlet to offer trade-in allowances on old refrigerators. 
This definitely was of an incentive nature. Although he set up 
I 
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certain specifications which had to be met in accepting a used 
refrigerator on a trade-in basis, a loes occurred in the following 
manner. Facilities were set up in the warehouse to over-haul 
the units if they needed repair work and a painting section 
was set up through which every trade-in passed. As a result, 
the refrigerator had the same appearance as the day it was 
originally purchased. When three hundred or more trade-ins 
had accumulated, they were transported to the basement store 
where they were offered to the public at cost prices and in 
many a case below cost. Although the store migh lose as far 
as profit on the trade -in was c onc .ern~d, they benefited by the 
wide margin of profit from the new re·!'rigera tor. This defi-
nitely shows a trend in market from the activity that was taking 
place only one year ago today. 
4- Distribution Through Mail Order Houses- Although mail order 
-- ---------- ------- ---- ----- ------
sales of domestic refrigerators amounts to only four or five 
percent of total refrigerator sales in the country, the unique 
character of this phase of distribution commands our attention. 
Beginning in the early 1920's mail order houses recognized 
a trend in retailing namely a decrease in mail order sales 
counter-balanced by an increased volume of business at the 
local areas of their former custemers. As a result mail order 
house.s in general invaded the retail business, relying today 
on these outlets for more than seventy-five percent of their 
total volume of business. 
contacting a mail order executive of one of the country's 
~~. 
largest mail order houses the following information relates 
to the New England area although it would apply to any other 
sector of the country as well. (1) When the truly speaking 
mail order houses branched . off into the retail business, the 
policy was established to keep both phases of the business 
separate. Ae a result, mail order executives aim at protect-
ing mail order sales and do not consider it unethical to steal 
business from their retail brothers. 
comparing catalogue prices of any mail order house with 
the retail prices for that identical merchandise offered in 
their retail outlets, the average consumer is of the belief 
that the prices are also indentical. Quite to the contrary. 
The retail price on refrigerators was found to be approxi- · 
mately ten dollars higher than the catalogue price for that 
same item. The mail order department claims the reason for 
this is because when a refrigerator is sold throught their 
department, there is no overhead expense involved and no sales 
commissions to be paid. The .retailer claims that his price 
~ 
not only includes freight but uncrating of the refrigerator 
as well plus setting the product up ready for use. As a 
result, a consumer located in Metropolitan Boston and Vicinity 
pays approximately seven .dollars for the priviledge of having 
the crate removed and the cord plugged into the socket. On 
the other hand, a consumer living in Presque Isle, Maine 
where the freight alone would be from fifteen to twenty dollars 
benefits by making a retail purchase. Proof of these state-
ments . lie.s in the fact that although mail order sales amount 
1) Mr. G. Sharkey, Sears,Roebuck In~, Brookline, Mass. 
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to only twenty-five percent of the total volume of business of 
this particular organization, the domestic refrigerators sold 
by mail order accounts for approximately thirty five percent 
of total refrigerators sales. Of this thirty five percent, 
more than ten percent were sold in this surrounding area, 
showing in my estimation consumers who are taking advantage 
of the low mail order price plus the freight advantage. · The 
remaining twenty five percent of sales were distributed through-
out the New England area and New York State. 
The territorial ceverage phase of the mail order business 
is dnique in its character~ Located in every town or city 
within the parent branch's territory that has a population 
of thirty five thousand or more is a subsidiary retail store. 
These stores, although considerably smaller in size than the 
parent retail store, carry as complete a line as feasible of 
all the merchandise offered in the mail order house's catalogue. 
Located in towns with a population of twenty thousand or less 
are mail order offices. The mail order office can be compared 
to a manufacturers sales branch, where samples are displayed 
of all the merchandise that the parent organization offers 
for sale and orders are taken for future delivery. It should 
also be mentioned here that in every retail branQh store a 
mail order desk is set up, giving the customer the option of 
purchasing through the mail order department. Thus if the 
customer believes he can benefit by personally paying freight 
charges over the catalogue prices rather then paying the retail 
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price asked for in the branch store he is offered an alternative 
method of purchasing. 
Although sales of domestic refrigerators sold through mail 
order houses amount to only four or five percent of the country's 
total sales, it must be realized that in number of units this 
percentage is a considerable figure. As a result it is large 
enough to have a manufacturer undertake the production phase 
of the business on a cost plus normal profit return basis. Be-
cause of the tremendousnze of this particular mail order ho~se, 
they not only have the facilities but the financial abilities 
to perform the wholesaling functions lowering their final pur-
chase price as much as possible. In this respect, we might 
compare their source of supply and methods of operation with 
those of the larger department stores d.iscussed in the previous 
section. 
By relying on the retail outlets for service, mail order 
houses avoid a double service set up. Before explaining the 
service procedures, it is wise here to explain what is meant 
by a direct mail order sale and an ind.irect mail order sale. 
An indirect mail order sale is where the consumer fills out 
the order blank in anyone of the order offices or at a cata-
logue desk in any retail branch store. A direct mail order 
sale is viewed upon as one where the customer fills out the 
order blanks inserted in her catalogue and drops them into the 
mail box. 
The customer who purchases a deffective refrigerator by 
means of a direct sale has to notify the main branch as to 
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her difficulty. Obviously she can mail a penny postcard or 
make a two dollar-·· phone call if she lives in Maine. The main 
branch then notifies the nearest· retail branch store in her 
locality as to the what and whereabouts of the customer. In 
the case of an indirect sale tpere generally is less 1 of a 
delay as far as service is concerned due to the fact that 
the customer is usually located near the store. In this 
instance also, if she is distant from the retail branch 
store the same delay will occur. 
On the following pages are representative samples of the 
typical mail order houses silent salesman, namely the product 
illustrated and the order blank. Note the fineness of the 
illustration and the detailed information pr~sented to avoid 
possible confusion and ret.urns. 
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Chapter IV 
TRENDS ON THE RETAILER LEVEL 
In introducing the reader to this chapter I would like 
to inform him that the majority of the material presented 
here was acquired through interviews with retailers _both 
large and small in metropolitan Boston and in small neigh-
boring towns . 
This material has been interwoven with supplementary 
material from various periodicals, augmented to form a c~m­
pact analysis of the retail market for domestic refrigerators. 
!Y~!!~~!!!~l ~f ~~~~~!~~!!! 
The domestic refrigerator industry as far as the retailer 
level is concerned can best be paralleled to the retailer level 
of the automobile industry. When proeuction was resumed in the 
middle of 1945, there was a terrificbacklog of demand for both 
products throughout the country. It is not uncommon to come in 
contact with friends and neighbors who paid premiums as high as 
five hundred dollars above the list price in order to purchase 
an automobile. Today, that very same dealer is willing to sell 
that very same automobile two hundred dollars below the list 
price. At the same time however, we read of the scarcity of 
automobiles in other sectors of the country particularly the 
South and Mid-West, where dealers are still asking for the pre-
mium. The same situation applies to the domestic refrigerator-
industry. Dealers in the larger cities I have found, particul-
arly New York, are able to make immediate delivery on the maj-
ority of refri8erators produced except the certain eluiive mod-
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els of the two temperature style. Keen interest in the two-
temperature model is increasing by leaps and bounds and it is 
my contention that someday they will completely replace the 
conventional models. Counterbalancing the supply situation of 
dealers in the metropolitan areas, in some of the middle-sized 
small city and town buying centers unless they are immediate-
ly adjacent to a large metropolitan center dealers are not 
getting the merchandise refrigerators and ranges as well that 
they need to meet the demand. Although this situation exists 
in some parts of the New England area, this condition is pre-
dominant in the south. (1) 
When asked what is the reason for this situation dealers 
present a concrete answer. They are irritated at what they 
call discrimination. They are of the belief that the big city 
dealers are get:ting too big a share of merchandise produced. 
The shortage of appliances in the Southern states and in the 
small cities dealers contend, is due to the allocation of mer-
chandise on the basis of 19~1 purchases. Since that time they 
claim conditions have changed but the market has not been re-
valuated. Surely the governments subsidizing the farmer has 
greatly increased his potential as a prospect for not only a 
refrigerator but other appliances as well. However, the small 
town dealers wh~ are largely dependent upon today's thriuing 
farm families back in 19~1 maintained almost no stock operating 
their business on a hand to mouth basis i.e. buy one sell one 
buy another. Today these same dealers insist that they are now 
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being deprived of business because merchandise is being allo-
cated upon outmoded population and potential figures. A perfect 
example of this discussion lies in a small Virginia Town. A 
franchised dealer who had eight firm orders on his books plea-
ded with his distributor for merchandise. Two boxes were ship-
ped to him. The dealer went to Washington and bought the remain-
ing six at full price. He had no difficulty in locating them 
but he could not get them (same brand) from his own distributor. 
Supporting these claims, dealers by the hundreds located 
in metropolitan Boston have more merchandise than they can move 
at established prices with the prevailing condition of the 
market and the type of selling methods employed. Hence it is 
no varity to hear of refrigerators being shipped to distant 
areas and cut price competition. 
!?~!!!~6 !!~~~!~~~ 
The domestic refrigerator industry excluding certain mo-
. . -
dels of certain brands already mentioned is in _the majority 
of the markets throughout the country in a buyers market. Per-
haps a more equitable distribution of production might have some 
effect however, even that would be temporarily. From personal 
observations of the money market and the growing lines of unem-
ployment, evidence points on all sides Ht o increased difficulty 
in making sales. Prices are high. The c.ost of everything re-
garded as a necessity by American families is at an all time 
high. The day of ready cash for almost all families is at an 
all time high. Installment selling has soared sky high since 
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the repeal of regulation W. d• It is my contention ~hat refri-
gerator industry will be faced with the real problem of moving 
merchandise in the quantity it is geared to produce. Selling 
vigorous selling right now is an absolute necessity. Manufac-
turers have for years realized that a strong sales force can 
make or break an organization. However, never before in the 
history of this industry have manufacturers displayed a keen-
er interest in promotional sales effort. We don't have to go 
far to prove our point. Any technical publication today con-
tains these words coming from the mouths of manyafactory's 
President,Vice-president or Sales manager. 
Obviously there are dealers in every city who are ~live, 
alert to conditions already taking steps to tackle this great 
selling task. We need not go too far to find them merely tune 
from the majority of the dealers that I have interviewed, al-
though they have some realizations of the trend of affairs, 
they seemingly do not know what action to take. There seems 
to be a general lack of aggressive soundly conceived plans 
for selling. Perhaps, these dealers have been more or less lul-
led to seep by the sellers market of the past few years. 
. - . -
It is my contention that we will see fewer dealers in the 
years to come. Due to the terrific ~cklog of demand created 
because of the non-production years during the war, the number 
of dealers doubled in some localities and in many the number 
was tripled. While we had a sellers market., there was enough 
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business to satisfy each and everyone of them. Ho~ever, many 
are now begining to see the hand~riting on the wall, so to 
speak, and only those ~ho are in the alive alert to conditions 
category ~ill remain. 
Qg~t~gl ~ng ~~t~t~Q§~c~ 2r ~~t!!l_Ft!g~~ 
There are many industrys in existance today where select 
manufacturers have had the power to control retail prices of 
their product by means of the Fair Trade La~s. To name at ran-
dom a couple from the great many we coulq mention the Bayer 
Aspirin Co. or the Phillips Mild of Magnesia co •. In the refri-
geration industry however, the prevalence of the Trade-in Feat-
ure has tended to increase the difficulties raced by the manufac-
turer desiring to control the resale price of his product in the 
hadds of dealers. The more important man~facturers generally 
issue suggested price lists for the guidance of their dealers, 
and under franchise agreements both written oral it is general-
ly understood th&t the manufacturers expect their dealers to ob-
serve the suggested prices. The most outstanding example of an 
appliance being placed by a manufacturer under resale price 
maintenance contracts is the Toastmaster line. However, as far 
as domestic refrigerators are concerned, we find a reluctance 
on the part of manufacturers to attempt resale price mainten-
ance by contract because of the fact that dealers have a means 
of price cutting which manufacturers find difficult to control 
namely, the excessive trade in allo~ance. It is similiar to 
the situation where the lady of the house locks the front door, 
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but junior slips out through the back door. 
The only instance known to date where anattempt was made 
to enforce resale price maintenance by manufacturers was in 
Cleveland,OHio. (1) Obviously, the success of such an attempt 
hinges on the success of control of price cutting by over-all 
- -
oaances or trade-ins. Definite provisions were made respect-
ing the allowances to be given on trade-ins, which went so far 
as to involve agreements or understanding among competiting 
distributors and competiting retailers as to the maximum trade-
in, allowances to be given. (Such procedures were accomplished 
in the automotive field during the past few years by means of 
a "blue book" where these maximum allowances were listed by 
year make and an estimated condition of the vehicle to be traa-
'ed.) However, as I mentioned at the outset, the soal of the dis-
tributors was never achieved and to date Cleveland is as 
far as my kpowledged, the only city where an attempt was made 
to control resale price maintenance but yet to be achieved. 
~!Q~-Q~!!:S 
As a result of the unsuccess - full attempts to set retail 
price for refrigerators and appliances in general, it is no 
wonder that price manipulations of the following examples are 
in practice. For absolute proof of these manipulations the 
reader need only scan the advertisements in his local news-
paper or look at dealers windows. 
"F"orty dollars for your old refrigerator, regardless of 
its age, kind or condition. Toward the purchase of a new ref-
1) Report of The Federal Trade Commission on Distribution 
Methods and Costs, Part IV,Electrical Household Appliances 
.P.l51, 1944. ' 
r igera tor. -" 
"Vets, spend your G.I. insurance checks with 
us and get a20% discount on all appliances." 
"Enough soap powder to last a full year with 
every purchase of a washer." 
"With every refrigerator we offer free of charge 
an automatic toaster and iron." 
"Your old radio is worth $50.00 toward the pur-
chase of any radio-phonograph combination in our 
store." 
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Speaking of price cutting as it applies to all industries. 
of wh.ich the refrigerator industry is by far no exception price 
cutting is to fiound to some extent in every city of the coun-
try. It is definitely a weak substitute for selling. It is 
not difficult to understand how phoney trade-in allowances and 
out and out price cutting undermine the price structure. It was 
a particularly enlightening experience to learn from dealers 
why they had to re~ort to this method of selling. Almost with-
out exception, each dealer considers himself an innocent victim.! 
have c~assified their attitude on the bases of four major claims: 
1. Too many franchises have been granted. Prices are 
high and there is just not enough business to go around to 
make a satisfactory profit for everyone. "With a couple of 
pay checks to be handed out Saturday night and the rent com-
ing due' OEL , Tueaday I just can not lose the chance of making 
a sale, even if it means cutting the price $25.00 or $30.00 . " 
2. Some distributors are charged with back door selling · 
thus depriving the dealers of business which would normal-
ly come to them. 
3. Dealers admitted that as a result of their own over-
estimating of the market, they foun.d themselves in an over-
stocked condition and are now forced to recoup their cash pos-
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ition in a hurry. It certainly has not been uncommon to see 
advertising of the following nature in the field: ''We are 
overstocked with mercaandise for which you the public, 
refuse to pay the established price. Here Is Your Chance. 
We are reducing the prices on major appliances from twenty 
five to forty; and on table appliances reductions are up 
to nine dollars." 
4. Some manufacturers dealers claim, make available 
overpr~duced merchandise at big discounts to large outlets, 
especially department stores, which then proceed to under-
sell the independent retailer. Such deals the retailers 
say, make it just impossible for them to main price. This 
point was brought forth more fully when we discussed chan-
nels of distribution. 
Although many retailers are guilty of P!'ice c~tting be-
cause they are short of merchandising knowledge and initiative 
)present day aims of the aggressive distributor), the evidence 
would seem to indicate that there may be certain influential 
provocations. Certainly price manipulations are anything but 
a healthy sign. Not only are they evidence of a lack of re-
sourcefulness in selling, but they furnish uncontestible evid-
ence that the public's once excited desire for appliances, ref-
rigerators included, has now reached the lukewarm stage. It is 
well known that in a market that is full of demand, where the 
public anxiously awaits the day when that new appliance will 
be available, price cutting need not be employed. When the mar-
ket is filled with "I absolutely must have it" buyers price 
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cutting and deals are unnecessary. To your author, price cut-
ting is a warning of danger shoals immediately ahead. There 
is no doubt that price tags today do not mean too much·. ·certain-
ly they are no guarantee that the merchandise will be sold at 
the marked figure. The tag, seemingly indicates the point at 
which the horse trading between the prospective customer and 
the dealer begins. It this be the condition today, surely deal-
ers are in for a surprise during the next few years when it is 
expected that the belf of our · national economy will be tight-
ened more and more. 
~~~~f!g~~!~:~22~~Q~~d Q!!! ~~!l~ 
From the discussion presented up to this point, it is ev-
ident that the refrigerator industry has not yet reached the 
stage of chaos that is apparent in the remainder of the appliance 
industries. However, this fate appears to be inevitable weigh-
ing all the other circumstances which have been presented in the 
preceding pages. Although manufacturer-sponsored give aways are 
at the present found t• be more prominent in the sale of other 
appliances, such as ranges and washer, they are slowly but sure-
. ' 
ly seeping their way into the promotion of domestic refrigerators. 
Interviewing retailers as to their attitude towards aanufactur-
er sponsored free premium offers or give aways with the purchase 
of an appliance, the large majority of them were found not bo 
be too enthusiastic. Several objectives were advanced. One 
always mentioned was that the retailer's net, which he contends 
is too little anyway because of the size of his discount, is re-
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duced by just the amount of the cost of the premium to him. 
Also, because the give-away complicates the selling of the 
appliance in various ways: 
1. He can not devote his sales efforts to the particular 
appliance in question whether it be a range or refrigerator, 
but has to spend part of hi! time to selling the premium. 
2. He finds it difficult to justify the price on the 
basis of the values and qualities, not only of the applian-
ces, but the premium as well. 
3. Then there is the case of Mr. Homemaker, who is not 
interested in the medium or lower-priced ~ange or refrig-
erator with which the aluminum pots or dishes are offered. 
She wants the high priced model. In this circumstance, the 
dealer is confronted with the prospective purchaser's de-
mand that if he can afford to give away pots of such value 
with the lower priced model, he most certainly can afford 
to give them to her with the higher priced model. Ganerally 
he meets her requirements. Here the reader may be confus-
ed as to why these give awyas were not offered originally 
with the higher priced model. The refrigerator industry 
can be paralleled in this respect to the automobile of 
furniture industry. Dealers in these industries do not 
rely merely on the sale of their lower priced models to 
maintain their necessary profit margin to stay in business. 
When purchaiing an automobile, note the dealers efforts to 
divert the prospects attention towards the deluxe model. The 
same can be said of the refrigerator industry. Stripped 
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models (refrigerators lacking chromium trimmings) are pro-
duced by every manufacturer. They are basically produced 
as a drawing feature and to satisfy the demand of the low 
income group seeking price appeal. As the competitive 
market has recently become tighter and tighter manufac-
turers have decided to strenghten the appeal of their draw-
ing models by adding the giv&&ways, with the belief that 
the sale of deluxe modes will tide the dealers over. As 
I 
a result the avove problem was encauntered. 
4. Again, Mrs Homemaker, who purchased her refrigera-
tor range, washer, or even hand iron-two or three months ago 
learns that a free premium is being offered. She comes into 
the dealer's store and demands that she get the same treat-
ment. In numerous instances the dealer capitulates because 
he hopes to sell her another major appliance in which he 
knows he is interested; or because he is dependent upon her 
and hundreds of other women in that small town buying center. 
He can not afford to take the chance of losing the~r good will. 
5. Mrs. Homemaker, the buyer, already has an excellant 
set of aluminum pots or refrigerator dishes. Since the deal-
er has sung the praises of the giveaways as. being worth about 
twenty dollars, Mrs. Homemaker advised often demands that if 
he expects to sell her, he must reduce the price of the ap• 
pliance in the amount of the value of the premium. 
6. Numerous cases were reported where dealers found the 
give-away seriously complicating or even jepardizing the sale. 
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As one Dealer puts it "Mrs. Homemaker is not as dumb as some 
of us seem to think. When I showed her this refrigerator 
and tried to put accross as a great buy, because of the 
give-away products her reaction was "If you or the manufac-
turer can afford to sell me that refrigerator for $139.95, 
and give-away premiums that you say are worth twenty dollars 
there certainly is a lot of water in that price of $139.95, 
7. Some dealers have found that the premium makes the 
woman skeptical of the appliance. It builds up doubts in 
her mind as to its quality or price, which would not be 
ther otherwise. Thus in some instances the give-away makes 
it difficult to sell the appliance. 
8. Dealers were almost unanimous in saying that the free 
frozen food offer, made in connection with the purchase of 
the freezer does not sell the appliance. If Mrs. Homemaker 
is already sold and is ready to purchase the product, then 
the free premium of twenty five dollars worth of frozed 
food looks mighty attractive to her. But the point made by 
those dealers was that they do not believe that the free 
premium of foods actually sells the desire of ownership. 
From theoombined mouths of a minority of the dealers in-
terviewed came the opinion that it was a good selling idea to 
appeal to women's desire to get something for nothing. All 
women like a bargain they claimed, and there are women who 
can be sold successfully when that appeal is employed. The 
vast majority of the ~ealers expressed the opinion that a mat-
erial reduction in price at the manufacturer level would prove n 
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not only more desirable to them because it would elim-
inate the selling complications caused by give-aways, but 
it was their belief that it would prove effective in stimu-
lating the public to large volume buying. 
Dealer Attitudes Toward Distributor's Assistance in Promoting 
Sales. 
In our discussion of the independent distributor as a link 
in the Channels of Distribution comments were made pertaining 
to recognizable trends in the attitude of the more aggresive 
distributor. Viewing the situation from the other side of the 
fence, namely the dealers side, the following can be said. Deal-
ers are feeling the "pinch" beaause of two important factors. 
1. A Growing price resistant public. The public dealers 
say, regard prices as being so high that they more or less 
refuse to continue to pay those established or set by the 
manufacturer. Reductions originating at the manufa'cturer le-
vel, retailers maintain, have not been of sufficient size to 
stimulate buying to any considerable degree. It is their con-
tention that a $10.00 or $40.00 reduction on refrigerators 
or other appliances as well, formerly priced in the areas of 
$275.00 and $450.00 respectively is not enough. They claim 
that psychologically the price meal method _of handling reduc-
tions has not brought about the desired result. The publicrs 
reaction, the dealers go on to say is, "·Well,well." They 
have cut the price of that refrigerator $10.00. They will 
have to cut it another $10.00 and maybe I will wait." 
Many families are waiting, not merely because they refuse 
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to pay present prices, but because they feel they cannot afford 
to buy at prevailing prices. It would appear that a consider-
able portion of the public is waiting for prices equal to or 
approaching those of pre-war day 1 s little realizing that such 
a condition is beyond the realm of possibility with costs of 
production at existing levels. Most persons I believe fail 
to appreciate how much increased costs of materials and labor 
have effected praces. Nevertheless, this fact does persist, 
and contributes towards the "pinch" being felt by dealers. 
2. Distributor's Assistance. The other factor dealers 
claim is that distributors by and large are not rendering 
much constructive help in solving the problem of how to move 
merchandise in this buyer's market. Distributors were crit-
isized adversely for not doing anything helpful; for not sug-
gesting fertile promotional angles, for trying to force them 
to carry too large an inventory, and for persisting in franch-
ising new dealers. Some dealers critisized distributors be-
cause their only advise was that dealers cut prices to move 
merchandise. One dealer in particular states: "What they are 
advocating is that we forfeit some of our profit. They do 
not suggest anything that would mean they 1 El take any less margin." 
As for those distributors who have already ·set up a home 
servicing department headed by a trained home economist, the 
action was the object of much favorable comment. "It is a 
great thing, we are for it and want more of that kind of serviee. 
9~. 
The only trouble is that there are not enough of these women." 
It might appear that your author was contradicting him-
self when he spoke of the progress made by the more aggres-
sive distributors. Let us not over look the fact that not 
all distributors have adopted these new attitudes in fact only 
a minority of them at the present have proceeded to do any-
thing constructive to remedy the situation . As a result we 
hear of theoomments which I have presented. 
CHAPTER V 
CONCLUSION 
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In the preceding sections the reader has been acquainte? 
not only with a chronological presentation of the histDry and 
development of household refrigerators, but with an analysis of 
the growth and modifications of the channels of distribution as 
well. On the surface, the~e are tw·o premises which are quite 
evident. First, not only has there been a aemand for some sort 
of a refrigerator process dating back to prehistoric times but 
this demand has increased tenfold with the increase of the Am-
erican standard of living through the years. Domestic refriger-
ators are no longer considered to be a luxury by the consumer, 
but rather a necessity. Not only are these words quite evident 
from our historical data, but it is safe to make the assertion 
that this demand will be a very stable demand. 
The second premise which I would like to reveal at this 
point is the growth of the industry coupled with the growth of 
the distribution problems with which the industry has faced. As 
early as 1904 and as late as 1917 there were relatively speaking 
no existing distribution problems and those that did exist were 
not difficult to cope with. Perhaps, the greatest problem ex-
isting at that time was in the servicing of the product which, 
as we have already mentioned in chapter III, had yet to be perfec-
ted. Production at that time was in low gear for the few early 
manufacturers. It was considered to be a news item when a manu-
facturer convinced a large apartment house owner to install do-
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mestic refrigerators in each tenement. As time progressed and 
consumer acceptance widened with the improvement of the product 
the retailer and wholesaler entered into the distribution 
channel. It was not feasible any longer for the manufacturer 
to sell direct to his consumer. Today this story is much more 
applicable to the domestic refrigerator industry where sales 
have increased from the 10,000 bracket to close to 4,000,000 in 
1949. Surely the problems of distribution have also become more 
important in the eyes of manufacturers as production figures 
have steadily increased. Isn't this the aftermath of any mass 
production industry? 
We have considered in the preceding chapters the various 
component parts which comprise the domestic refrigerator indus-
try and we have covered practices in the industry which are not 
thought of by the average consumer. Now we are ready to consider 
the important problem of what method of distribution is most 
suitable for this particular industry, and what is the place of 
the independent wholesaler in the distribution of domestic ref-
rigerators. 
We have found that there are four primary channels of dist-
ribution currently found being employed in the domestic refri-
gerator industry. These are the independent wholesaler, manuf-
acturer's branch houses, distribution direct to retailers and 
distribution through mail order houses. We are now ready to 
turn our attention to the possibility of national acceptance 
by the industry as a whole of each one of these four channels 
of distribution. 
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Mail order houses in the channels of distribution for na t ion-
al acceptance can be divided into two relatively simple catagor-
ies, namely the large and the small. What are large and what 
are small? A typical example of a large mail order house would 
·be Sears Roebuck or Montgomery Ward Inc.. What are small? The 
average sized mail order house found predominantly in the mid-
western and western states of the country. The reader should 
be reminded here that although mail order houses still carry the 
same title as when they first began operations, the majority of 
their business is derived today from retai~ outlets located in both 
urban and rural areas, for example Sears Roebuck & Co .. As are-
sult we would find approximately seventy household refrigerator 
manufacturers relying on this channel of distribution for ade-
quate representation on the market. There are in existance mail 
order houses of the smaller type that already do represent some of 
the more obscure manufacturers as for example, International 
Harvester who has invaded the domesti~ refrigerator field during 
the past few years. On the other hand, while only four or five 
percent of total sales of domestic refrigerators are achieved 
by mail order houses, the majority of this small percentage is 
achieved by the relatively few larger type houses. These estab-
lishments, because of their tremendous financial resources, acq-
uired through the sale of stocks and bonds, have decided that 
their reputation is strong enough to compete with manufacturers 
standard brands rather than feature them under the most favor-
able terms. As a result, if this method of distribution would 
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be selected as the method of distribution, we would see an ine-
vitable conflict. Although, the manufacturers reputation might 
increase this four or five percent figure to even thirty percent, 
we would find seventy manufacturers with production figures of 
4,000,000 units attempting to distribute their wares through an 
insufficient number of retail outlets. 
The next channel of distribution for consideration of nat-
ional acceptance by the industry as a whole is that of distri-
bution direct to the retailer. We need not look too far for 
an area to serve us as an adequate example: let us consider the 
Boston and Vicinity area. Located in this area are well over 
a thousand appliance retailers ranging in size from the small 
cubby hole retailer to the mass market retailers which we have 
already discussed in chapter III. Although the mass market ret-
ailer (ex. Jordan Marsh & Co.) with whom we are already familiar 
might be considered as a possible prospect as the means of dis-
tribution for the industry as a whole, let us consider the as-
pect of retailing in general, including retailers who do not 
cater to the mass market but rather to the local areas. There 
aleo are areas throughout the country where large scale retailing 
is a rarity. coupled with this fact are the implications al-
ready broughtforth by mail order houses which hold true for the 
mass market retailers, namely the preference for private branded 
merchandise. The major point for discussinn here lies in 
the fact that the typical retailer of appliances, though he 
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may feature refrigerators, does not rely solely on this pro-
duct for his bread and butter. The average retailer is con-
sidered to be a successful promotional dealer if his refri-
gerator sales run over the fifty mark. It must be remember-
ed that at the outset of this thesis the statement was made 
that the functions of the wholesaler must be performed some-
where along the channels of distribution? Although the aver-
age retailers total refrigerator sales might well be fifty 
or even sixty, how many retailers are in a position to pur-
chase merchandise even on this small scale and pay for the 
merchandise within thirty days after the delivery date? How 
many retailers are in a position to provide storage for six-
ty unite? The answer to these questions is of course with-
out a doubt not many. Although absolute figures are not nec-
essary, the necessity of manufacturers shipping four or five 
units to various retailers individually would obviously raise 
the price of the product considerably, disregarding such fact-
ors as aids in merchandising, promotional eo-operation etc .• 
It is not difficult to realize that auch a means of distribu-
tion for the industry as a whole would not be feasible. 
Because the remaining two channels are similiar in methods 
of operation, namely distribution through manufacturers branch 
houses and distribution through independent distributors,it will 
be wise to consider and weigh them simultaneously. Granted that 
from the manufacturers who follow the partial policy of estab-
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lishing branch houses, both the New York and Chicago, markets 
appear to prevail over all other markets. By this it is meant 
that manufacturers may di.ffer as to what areas branch house 
type of distribution would be successful, but the majority of 
those following such a policy do select ~he New York and Chicago 
. . 
markets. That is not to say however that this type of operation 
is the most feasible for these tvo markets, in fact, quite to 
the contrary. To begin with, it should be recognized that from 
the many manufacturers of domestic refrigerators, there are not 
many that could undertake such a method of operation. By care-
fully observing the merchandise found in any branch house, it 
will be noticed that these manufacturers not only produce d:om-
estic refrigerators but a fairly complete line of appliances 
as well, varying from a hand iron to a range. The problem in 
distribution is obviously to attain the maximum efficiency, with 
the expectant desire of reducing the cost of the product to the 
ultimate consumer. Surely manufacturers who produce only house-
hold refrigerators of which there are many, or even produce 
another heavy appliance such as ranges would not warrant such 
a method of distribution. This is the major cause of why we do~. 
not find more branch houses in operation today. 
Reverting back to our New York and Chicago markets for a 
moment there are underlying factors as to why these two areas 
prevail in manufacturers selection for branch houses. To clear-
ly illustrate the point in question here, we may consider a large 
101. 
manufacturer of standard brand refrigerators as well as other 
. -
related appliances. This particular manufacturer secured dis-
tribution in the New England area by means of a franchised in-
dependent distributor. Deeming this method of distribution to 
be too expensive and .inefficient, the franchise was cancelled 
and a branch house was established. Today, this very same man-
ufacturer has been combing the Boston area for a capable indep-
endent distributor to relieve him from this burden. It is op-
pertune here to mention that although this particular manufact-
urer does maintain five other branch houses (which can be applied 
to other manufacturers who follow such a policy)these five houses 
are counterbalanced by more than eighty independent distributors, 
who easily account for the vast majority of the manufacturer's 
distribution. As a result we see that there are two distinct 
reasons as to why a manufacturer may establish a branch house. 
The first being that of necessity as discussed above. The other 
reason may be due to one or a series of interwoven reasons, 
namely desire to obtain the distributors profit,desire for speci-
fic distribution methods for that particular area or the nature 
of the market itself where mass market retailers exert a consid-
erable influence. Although anyone or a combination of these fact-
ors are the basic motives as , to why branch houses are establish-
ed in the New York and Chicago markets, a consideration of the 
independent distributor will show l)why every ~nufacturer does 
not set up branch houses in these two areas and 2)why the indep-
endent distributor has established a strong foothold in the chan-
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nels of distributicm which will remain in tact for many years to 
come. 
Perhaps the primary function performed by the independent 
distributor of domestic refrigerators is that of financial res-
ponsibility. It has been estimated that a successful distri-
butor in the appliance industr,- will do a volume of $1tOO,OOO 
per year, one fourth of which is required for the initial invest-
ment. Thus we immediately see where the distributor does not 
necessitate the manufacturer to tie up additional funds for dis-
tribution pnrposes, but is free to concentrate on production 
alone. As was previously discussed, it is not a rarity to have 
a distributor pay $100,000 for refrigerators within three days 
of delivery date, thus · relieving the manufacturer of another 
burden. There also is the point that distributors frequently 
. . . . . 
credit their dealers beyond the thirty day limit another bur-
den which manufacturers would be forced to undertake. The star-
age and service functions, though they too are of importance do 
not warrant here additional explanation. Equal in importance to 
that of financial responsibility can be found the function of 
capable privately incentived management. capable management 
by means of the terms of the franchise will be obtained. Private-
ly incentived management in the respect that the profit motive 
is always far greater for an individual operating his own pri-
. - - .. I 
vate establishment than it is for a branch house manager con-
. sidered to be another cog in a gigantic .wheel. S~ing up this 
discussion, it is opportune here to repeat the words expressed 
in the attitude of a local distributor: 
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"Our attitude towards our suppliers is that we 
assume full responsibility as the factory's re-
presentatives in ottr territory for adequate sales, 
proper service, and complete consumer satisfaction . 
Really, we are the sales managers for the factory 
in our given territory." 
Is it no wonder why the distributor has established a 
strong foothold in the channels of distributon which will 
remain in tact for many years to come? 
The chaos which was found to prevail on the retailer's 
level of the household refrigeratcr industry is I believe 
considered to be expected. Not only are consumers unaware 
of rising costs and labor difficulties, but r~tailers as 
well have not yet reached their pre-war level. It will not 
. . . ' . 
be uncommon in the near future to see many an appliance re-
. -' - · 
tailer close his doors, but the trend in the attitude of the 
more aggressive distributors wil_l I am sur~ aleviate the pro-
blem considerably and pave the way for more scientific promo-
tional and merchandising efforts. 
104 . 
BIBLIOGRAPHY 
I would like to express my sincere appreciation to 
the following individuals who, through their fullest co-
operation, have collectively made this thesis possible: 
Dr. Kenneth Hutchinson 
Mr. Adolph Ullman 
Mr. George Cohen 
Mr. Robert Farnum 
Mr. George Lund 
Mr. Paul Sharkey 
Mr. John Tromstead 
Mr. John Calloday 
Mr. Dave Rockman 
Mr. Ralph Pill 
Mr. Donald· Ricker 
Mr. Bernard Lenfesty 
Boston University Boston,Mass. 
Northeastern Distributors Boston,Mass. 
Inc. 
Northeastern Distributors Boston,Mass. 
Inc. 
United Distributors Inc. Boston,Mass. 
Jordan Marsh & Co. Boston,Mass. 
S~ars Roebuck & co. Brookline, 
Mass. 
Sears Roebuck & co. Somerville, 
Mass. 
General Supply Corp. Brighton,Mass. 
Eastern Distributors Inc. Cambridge·,Mass. 
Pill Supply Corp. Boston,Mass. 
Boston Edison Co. Boston,Mass. 
Westinghouse Gorp. Brookline, 
Mass . 
BIBLIOGRAPHY (eont'd) 
BOOKS 
l.Beckman, T.N., and Engle, N.H., Wholesaling Principles 
and Practice, New York, The Ronald Press co., Revised 
Edition, 1949 
2.Electrical Merchandising Joint Committee, Merchandising 
Electrical Appliances, New York, 1933 
3.Maynard, H.H., and Beckman T.N., Principles of Marketing 
New York, ~he Ronald Press Co., Fourth Edition, 1949 
4 .Nystrom, . P .H., Marketing Handbook, New York, The Ronald 
Press Co., 1948 
5.Phyllips, C.F., and Duncan, D.J., Marketing Principles 
and Methods Chicago, R.D. Irwin Inc., 1948 
6.Wray, Lawrence, The Electrical Appliance Sales Handbook 
New York, McGraw Hill Book Co., 1947 
PAMPHLETS AND BOOKLETS 
l.An Outline for Rural Highline, The Rural Electrification 
Administration Guide, u.s. Government Printing Office 1936 
2.Appliances on Farms survey, The curtis Publishing co,l941 
3.Choate, D.C., The Refrigeration Industry, American Industries 
Monographs, Boston, Bellman Publishing co., 1946 
4.McNamee, A.P., Appliance Retailing Including Radio and 
Television Three Years After the War, December, 1948 
5.MeNamee, A.P., A Return To Good Old Fashioned Appliance 
Selling, December, 1949 
1oo. 
BIBLIOGRAPHY (cont'd) 
PAMPHLETS AND BOOKLETS 
6.Potential New Markets in Refrigeration And Air Conditi oning, 
Editors of Air Conditioning and Refrigeration News,l949 
7.Refrigeration Survey, . Curtis Publishing Co., 1941 
8.Report of The Federal Trade Commission on Distribution 
Methods and Costs, Chapter IV, Electrical Household 
Appliances, 1944 
9 .Rural Electrification at a Price The Farmer Can Pay, U.S. 
Government Printing Office 1936 
lO.Rural Electrification After the War, United States Depart-
ment of Agriculture, Interbureau Committee on Post War 
Programs, 1945 
PERIODICALS 
l.Barkley,P., Rural Electrification Reaches The "Three Quarter 
Mark," Co-op Power, November 1949 
2.Da.vidson, C.M. "Let's Stop The Appliance Gray Market," 
Electrical Merchandising, J~ly 1, 1948 
3.Fiske, D.L., "The Demand for Refrigeration," Refrigerating 
Engineering, November 1943, Volume 46, No.5 
4. "Gray Market·" Electrical Merchandising, August 1,1948 
5.0liver, R.M., "A Statement on Distribution Policy," 
Electrical Merchandising, December, 1945 
6.Pritchard, C.R., "The General Electric Co. Policy On 
Appliance Distribution," Electrical Merchandising, October 
1948. 
BIBLIOGRAPHY (cont'd.) 
7. Pyle, C .G., Electrical .Appliance Wholesaling, "The Journal 
Of Marketing," Volume XIV No.2, September 1949 
8.wray, Lt\wrence, Appliance Distribution, "Electrical Mer-
chandising, October, 1945 
